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GUIDE-STEP | 
“BASKET BALL” 


on oon 


inne “Saal | 
GUIDE-STEP’S | 
canvas casuals: 
Woven duck bluchers, 

with sponge insoles, crepe-type 
outsoles...in sizes 6 to 12, 


style No. 1010M Navy 
—No. 1011M Brown. 











What's Best for Baby 


is Best for Business 





Flalintonies, 


Baby Shoes will 
Attract Customers 
to Your Store 


IN STOCK 284 ME) IN STOCK 286 
Babies’ White Kip Pre-Pairs. Sect an a Babies’ White Kip Plain Toe Blucher. 
2 to 5 B to EE. tg), / 2 to 6 Bto EE. 61/2 to 8 A to EE. 


Kali-sten-iks PRE-PAIRS are designed to 
prepare the child's foot for the first hard 
sole walking shoes. Regular Kali-sten-iks 
baby shoes are designed for children 


advancing from Kali-sten-iks PRE-PAIRS FOR CHILDREN 
to their first hard sole walking shoes. OF ALL AGES 
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“PALM BEACH LIKES WHITE” 


“White is without doubt the central theme in 
this season’s Palm Beach look,” according to 
a page one story in Women’s Wear Daily, 
February 17th. Despite cold weather, all-white 
or white sharpened by color in accessories. . . 
“is proving all-around smartness,” it is stated. 


“Eighty per cent of the bags and shoes are 
white, and as warm days alternate with cold, 
many white ground print silks and cottons... 
appear.” 


says Women :s Wear Daily 


White shoes are the perennial warm-weather 
choice of smartly-dressed women and are 
indispensable to shoe retailers. Nothing else 
offers the assurance of demand and profit that 
you get in dressy white footwear. 


Shoes of LEVOR whites are dazzling stand- 
outs and sure sell-outs. 


LAEXV OR KID, CABRETTA, CLOVER CALF AND KIP cpm WHITEQT WHITES” 
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Moccasin Comfort —Street-Shoe Styling— 
in the New Florsheim Turn-Front Slip-On! 


Florsheim has never believed 
in part-time comfort or split-week styling — 
and that is how the “‘dress-casual” slip-on 
came into being! Combining the 
easy-on, easy-off comfort of the moccasin— 
with the trim, correct lines of today’s 
most authentic street shoe— Florsheim 
took casual ease out of the weekend 
category and put it on a forty-hour week! 
The result— comfort all day, 
every day, plus greater returns 
i 3 The Sorrento: 
on your summer shoe investment! Tr 

J Turn-front, oval-strap slip-on 

in Walnut Calf. 


Left, 29005, black and grey. 
Center, 31008, desert brown. 
Right, 21006, black. 


THE FLORSHEIM SHOE COMPANY + CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 


A DIVISION OF INTERNATIONAL SHSE COMPANY 
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NEOLITE HELPS SHOES 
LOOK BETTER... 
WALK BETTER... 
WEAR BETTER! 


owe es ee 
aa ~ 


Helps them 
1 SELL better, 


x too! 
» 


cp OE INE OLITE SOLES and HEELS: 
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than ever NEOLITE can 
boost your sales!” 


IT’S BECAUSE THE VALUE OF NEOLITE KEEPS 
GROWING AND GROW ING—MILLIONS ASK FOR IT 


Because they’ve been tops in quality, year after children’s shoes. Best-selling brands sell even better 
year, NEOLITE Soles and Heels are the most famous when they feature NEOLITE! 
in the world. That’s why they add tremendous sales * * * 
appeal to new shoes. Shoppers know NEOLITE, have Get all the facts and judge for yourself what NEOLITE 
confidence in NEOLITE, ask for NEOLITE! can do for your sales. See your Goodyear Representa- 
Right now, NEOLITE fame and quality are boosting tive. Or, if you prefer, write to Goodyear, Shoe 
sales for dozens of top lines of men’s, women’s and Products Division, Akron 16, Ohio. 


BIE, 


Watch GOODYEAR THEATER on TV—every other Monday, 9:30 P.M., E.S.T. 


since, ‘“Goop "YEAR * 


NEOLITE, &N ELAS"OMFR RESIN BLEND, T THE GOODYEAR TIRE 6 RUBBER COMPANY, AKRON, OHIO 
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MEET the MEMBERS of the HERBST FAMILY— 


and cévés the juvenile market 
with the most dependable — and profitable — 
lines that you can carry 


child Life 


SHOES l, moves fast — this business of selling shoes. Each year, each season, in 


fact — brings new problems, new conditions to which you must adjust your 
plans and actions. 
- hi ’ . l: | That's why the four lines of juvenile footwear that Herbst makes are 
ch id Life particularly important to you today. They are deep enough and sufficiently 
wide to offer you everything you want and need from one reliable source 
. . a manufacturer whose styles are proven sellers, and whose craftsman- 
ship is supported by a long standing reputation for making good beyond 
the fitting stool. 

Even more — and this is so vital — when you concentrate on CHILD LIFE 
shoes, and the lines related to them, your profits are protected — for these 
are all FRANCHISED LINES, open only to one dealer in a territory. Hundreds 
of retailers can tell you that selling CHILD LIFE is the most profitable invest- 





For Boys 


ment of your time and selling talent that you can make. 


The facts are yours for the asking — provided there is no CHILD LIFE 


For Girls dealer now in your trading area. Write today. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 
New York Office — 557 Marbridge Bldg., New York 17, N. Y. 





Valuable Assets 


—You've heard this before but never more effec- 
tively than Grey Advertising put it: 


—Selling offers probably the greatest opportunity 
for growth of any career in the business world. 
Electronics and automation are stepping up the 
production capacity of our companies to the 
point where distribution and consumption must 
be speeded up immeasurably to keep goods flow- 
ing from factory to consumer. 


—This is a job for the salesman. He is becoming 
more and more the key figure in our whole com- 
plex mode of living. His horizon is unlimited. 
In selling, perhaps more than in any other field 
of endeavor, the individual is his company’s most 
valuable asset. 


—We’re living in a fiercely competitive era. Your 
competitors, too, are straining every muscle to 
get an increased share of the market. If price 
were the only basis for buying, only the lowest 
priced items would ever sell. 


—“Your product surely has features, advantages. 
points of superiority which give the customer 
(consumer, retailer, and wholesaler), definite 
benefits. Otherwise your company could not be 
in business. 


—‘Know them. Dramatize them. Sell them. Com- 
petition is a challenge, not a liability. 


—‘It doesn’t require a good salesman to give things 
away, but it does take a selling ‘pro’ to get the 
order on the basis of the superiority of his line 
and his company.” 


Publisher 


Boor anv SHog ReEcorver 
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JUMPING“ JACKS” 


Get the jump on 
After-Easter business 


have your 


BAREFOOT 
SANDALS 


enroute to you 
by April Ist 


ORDER NOW 
Style #11 White 


Sizes 1-3, widths 
Band D 











Styles #17 White, #27 | 
Brown, #37 Red 

Sizes 3-6, 

Band D 





Styles #117 White, 
#137 Red, Sizes 
3-5 Ya, widths , 
B to D 





Styles #170 White, 





#270* Brown, 





#370 Red, Sizes 
6-8, 8 Va -1 2, 








BtoE 


*#270 
has scuff 
proof tip 





JUMPING "JACKS" 


For Children 


VAISEY-BRISTOL SHOE COMPANY 
Monett, Mo. 














You Can Count On 


The 
“United Man” 


He is dependable, productive, skilled. 
He knows how to keep your machines 
running, cut your down time and save 




















replacement parts’ cost. He knows 
the best and fastest way to solve 







your machinery problems. 
The average United Man has 15 years 










of specialized shoe machinery experience 






and is qualified to service 28 different 
machine types. He is a highly trained 
technician with a pride in his work. 

The United Man is kept continually 
up-to-date on improvements and on new 










machines through a steady flow of 
information from United’s Beverly 
Factery and Boston Office and from 








other United Men. 
You can get the United Man in a hurry 
when you need him, and you only pay 







for the time you use. 







FOR YOUR BEST BUY IN SERVICE 


WJnited. 
SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 


tion, Hotels Statler and Touraine, 

‘ Boston .... .March 30-April 3 
. Spring Meeting, ‘Tanners’ Council of 
America, Bellevue-Biltmore Hotel, 

Geleok, Mie.62:... <3 April 9-11 


The Guild of Better Shoe Manufacturers’ 

. opening of collections of fall styles. 

Showings in individual factory sample 
rooms .... _The week of April 21 

Accounting & Office Management Clin- 

ics, National Shoe Manufacturers As- 








sociation, Waldorf-Astoria Hotel, 
New Yori. vais... April 24-25 

Shoe Fair, Northwest ‘Shoe Travelers. 

Inc., Hotel St. Paul, St. Paul, Minn. 
April 26-29 

St. Louis Shoe Show, St. Louis Shoe 

Manufacturers Association, Hotels 

Statler, Lennox, Sheraton-Jefferson 
and Park Plaza, St. Louis....April 27-30 


Ohio Shoe Travelers Fall Showing, Ohio 
Shoe Travelers — Deshler Hilton 
Hotel Columbus, 4p .May 4-6 

Shoe Show, me Hea TS Shoe Trav- 
elers, Henry Grady, Dinkler Plaza, 


Piedmont, and Peachtree Hotels, At- 
lanta ... ....May 4-7 
Fall, Winter Popular Price Shoe Show 


of America, National Association of 






Shoe Chain Stores, Hotels New 
Yorker, Sheraton-McAlpin, and New 
York Trades Show Building.....May 4-8 


Shoe Show, Pacific Northwest Shoe 
Travelers Association, New Washing- 
ton and Olympic Hotels, Seattle 








May 10-13 
Shoe Show, The Indiana Shoe Travelers’ 
Association, Hotel Severin, Indian- 
apolis ..May 11-13 





Fall *Shee Fair, Southwestern Shoe Trav- 
elers Association, Adolphus, 
Southland and Statler-Hilton Hotels, 
Dallas, Tex. .... .May 

Fall Shoe Market, Midwest Shoe Trav- 
elers Association, Hotel Morrison, 
Chicago ...May 11-15 

Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City ...May 18-19 

Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers Association, Wolverine 
Hotel, Detroit May 18-20 

Fall Shoe Show, Shoe 







11-14 















Pennsylvania 





| 





Baker, 








Travelers Association, Hotel Penn 
Sheraton, Pittsburgh ...May 18-20 
Fall Shoe Market Week, West Coast 
Shoe Travelers Association, Hotels 
Alexandria and Biltmore and the 
Haas Building, Los Angeles May 18-2! 
Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
May 18-21 
Denver Fall Shoe Show, Mountain States | 
Shoe Travelers Assn., Albany Hotel, 
Denver .June 1-4 
Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
Baltimore ... . July 13-16 


SS y 






























Donald L. Doty, proprietor of | 
Don’s Shoe Store, a candidate | 
for the San Leandro, Calif., city 


council in the April election. 


is 
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HOE 
PARADE 


Laconians’ 
friendly spoof at shoemen, 

























as featured in Laconians’ 
monthly publication: ‘‘Shoescaster’’* 


Dealer No. 6: 


The Eager Zebra: Was so hot to hear the register ring, he bought the 
limited “bargain” line that offered: the least assistance: no name or proven 
value, no national ads or new shoe features. Now off to a slow-gait season, 
with shoes that have too many stripes against them. 


Moral: 


No need to set up a stall at the stool. With Laconians, you ride ‘em through 
a whole range of sizes and styles, from tots right on up to teens — infants, 
childrens, misses, little gents, youths, and debs. You feed ’em the facts on 
Laconians verified value, laboratory-proven equal or superior to 4 other 
national brands at $2 to $3 more per pair retail! And you head ’em for the 
register with such Laconians pod: as features as combination lasts — such 
style features as tapered toes, Shu-Loks, swivel straps. Right at your store, 
could we show you in black and white why Laconians are the patterns they 
pick out, put on, and pay out for? 


dress, school and sport, cements and welts 
from tots-to-teens, In-stock, nationally advertised. 
$4.50-$7.95 (some slightly higher). 










*Fill out coupon, and receive 


this entertaining, informative booklet 





every month without obligation! 
ee ee ee ee ee ee ee ee es oe oe 


SEND LACONIAN SHOESCASTER EVERY MONTH TO: 


Store Name: 





Address: 





City: Zone: State: 





LACONIAN SHOES CORP., Buyer's Name: 


LACONIA, N. H. 








Ss F 
LEE DTT) 
‘RAR @ 


$ 
i 
ee! 
3 


For reservations—write to PPSSA, 210 Lincoln St., Boston 11, Mass. 


New England Shoe & Leather Association & National Association of Shoe Chain Stores, sponsors and operators of Popular Price Shoe Show of America. 
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Fditorial Outlook 








“Lots of Jeans Still Jingle” 


HE economists and the politicians are having a prog- 

nosticator’s holiday with the present dip in business. 
They can’t decide whether it’s a “recession” or depres- 
sion. what its proportions and course will be; if it will 
run itself out or whether a tax reduction will finally 
become necessary to correct it. 

Meanwhile the newspapers are having themselves a 
holiday too. Our present dilemma is the biggest news- 
break since Sputnik. And the press is playing it for all 
it’s worth, giving it the same “hysteria treatment” they 
used so effectively when Russia launched its satellite 
last Fall. 

Some of the combined logic appears to be excellent 
and the chart work the papers are showing is impressive 
and convincing. If they keep it up among them, the 
economists, politicos and newsmen may be able to sell 
the consumer—the only person who can cause a “bust”— 
the line that we’re really headed for one. 

There is, however, one more immediate and dangerous 
possibility. It is that this publicity (and certain con- 
fusing events which have transpired in the past several 
weeks) may convince retailers that consumers really do 
believe that doomsday is at hand at last. 

As Life Magazine so aptly put it in a full-page ad 
which received considerable attention several weeks ago 
despite the circus of recession headlines: 


“Lots of Jeans Still Jingle.” 

Not only did Life’s ad present the matter logically and 
forcefully but, more significant, it selected to illustrate 
the point, shoes and apparel, two items most important 
in the soft goods field. 


Then Life answered its own question dramatically as 
follows: 

“Well, about sixty-two million people are at work turn- 
ing out a gross national product at the rate of $430 billion 
a year. Individual income which people are free to dispose 
of as they please is running at the rate of $300 billion a 
year; of this they are saving better than 18 billion dollars. 

“Americans are consuming at the rate of $280 billion a 
year—about $5500 for an average household. And they 
can afford to spend even more. For they are sitting on 
another $250 billion in negotiable assets, which range 
from cash to government savings bonds, but do not include 
holdings of corporate securities.” 


March 15, 1958 


Congratulations to Life for this sunny beam of com- 
mon sense penetrating the encircling February gloom. 

Figures are funny, like many of the people who work 
with them. The picture they paint very often is colored 
by the manner in which figures are compared. It’s so 
very easy to look at tobogganing February department 
store sales, and fail completely to see the snow, the bliz- 
zards which caused them to slide. Still more unfortunate 
is the way that February figures will be allowed to cast 
dark thinking for many 
months to come. 

Not only will department store buying plans be clob- 


their shadows on _ retailers’ 


bered because of February figures, but their withering 
effects will be felt on the plans of many retailers who 
trust department store figures so completely. 

And the weather 
retailing too. The same icy February blasts which kept 


man threw another low punch at 
customers at home all during the month caused such 
damage to fruit and vegetable crops, that the food 
item in the Consumer Price Index jumped 1.8 points and 
the Index itself rose to a new record. Paradoxes like 
these, an all-time high in the cost of living and depression 
talk cause the bewildered consumer to freeze and think 
twice before buying anything he can do without. 

Then along came the announcements by General Elec- 
tric, Sunbeam and other manufacturers that they were 
abandoning their Fair Trade prices on small appliances 
and other housewares. This drastic change in merchan- 
dising policy will make the consumer look even more 
closely at the price tags on other items he is planning 
to buy, and wonder whether the price he is paying truly 
reflects the value he receives. 

The months ahead are going to be interesting for both 
Whatever 
takes, marketing pressures are going to be great. 


business 
Rest 
assured consumers will take full advantage of the un- 
In the 
months to come they will be more discriminating and 


retailers and consumers. direction 


certainties to demand more for their dollars. 
selective. 

The important consideration is that consumers are 
demonstrating that they still have the “jingle” 


makes them open to buy. Until February weather inter- 


which 


fered, retailing was rolling along at a record rate. Even 
| CONTINUED ON PAGE 791 
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9556 Clipper. Pointed toe with a nautical touch. 

9557 Tartan. Jantzen plaid trim on solid color, pointed toe. 
9559 Regatta. White eyelets and tie strings on army duck. 
9553 Riviera. For all the family. Square tongue, moccasin toe. 
9558 Riviera. Flat-soled continental style. 

9554 Capri Sandal. Pointed toe with straw flower trim. 
9653 Riviera. Men's continental style with moccasin toe. 


9655 Sports Club. For men. Blucher style, moccasin toe. 





foot fashions in fabric 


by a famous name in play wear... 


\ brand-new line of play shoes—for all the 
family—styled to match famous Jantzen beach 
and sports apparel! For price and product 
information, send for our 1958 catalog. 








—"~ 








\Qaatbon 


FUNTIME FOOTWEAR 





Ripon, Wisconsin 








FOOT FASHIONS IN FABRIC...BY A FAMOUS NAME IN PLAY WEAR 
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1281 NASSAU. Custom fitting, glove leather flat. 

1540 CANNES. Pointed toe, wrap-around tie 

1563 MONTE CARLO. Women's moccasin toe, slip-on style 
1663 MONACO. Same style (as 1563) for men 

1541 TRINIDAD. Cowhide. Ivy League lining, convertible tops 
1641 CASABLANCA. Same style (as 1541) for men. 

1547 BAHIA. Natural straw, peekaboo sandal. 

1640 MARSEILLE. Men's unlined Blucher style in cowhide. 
1642 ACAPULCO. Chukka-type. Shag leather or cowhide. 
1633 DAYTONA BEACH. Men's Blucher in Taylon straw. 
1519 THONGAL. Leather ‘n ‘lastic thong sandal—one of 


complete line of scuffs for the whole family. 





leisure leathers 


lead off a sparkling line-up... 


Lots of leather, plus a summery straw—that’s 
Ripon’s leisure-time line-up for the whole family! 
For price and product information, send 

for our 1958 catalog. 




















Ripon Knitting Works, Ripon, Wisconsin 


FEATURING SOMETHING NEW A-FOOT: LEISURE LEATHERS 
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S PROTECTS AND PRESERVES 
——— ite ALL TYPES OF FOOTWEAR... 
LEATHER, CANVAS, SUEDE 


SHOE SAVER 


THE DOW CORNING SILICONE 
LEATHER PRESERVATIVE 
AND WATER REPELLENT 


Water simply rolls off shoes protected with 

SHOE SAVER... so, feet stay dry and 

comfortable. Excellent protection for practically 

all types of footwear ... leather and suede dress 

shoes, work shoes, hunting boots, ice skates, 

ski boots, golf shoes, stadium boots . . . you 

12 OZ. CAN ‘3 ee | name them. Now available in both 4 oz. bottle 
RETAIL $1.95 ~ and a new family size 12 oz. can, SHOE SAVER 

is loaded with consumer appeal! 


4 OZ. BOTTLE 


SE: C80: ar SHOE SAVER keeps shoes soft and flexible, 


new looking longer . . . water-borne stains wipe 


COUNTER DISPLAYS aS off easily. Even guards leather against harsh 


salts used*to melt ice and snow. Prevents the 
THAT REALLY SELL “boardy” feeling leather gets after repeated 
‘ wetting and drying. Made with Dow Corning 
FOR YOU ~ Silicones, SHOE SAVER keeps water out while 
; permitting ventilation vital to 
ton puts one dozen 4 oz. bottles foot comfort. Handy dauber cap 
cee coe es s S ~ SAVER easy 
of SHOE SAVER right before # i ui makes SHOE SAVER easy to 
: ‘ Faas apply over the entire shoe. . 
your customer's eyes. Eye-catch- ee 
‘ ‘ soles, stitching, and all. 


Attractive counter display car- 


ing display card for 12 oz. 
family size can of SHOE 
SAVER helps dealers to even 


bigger profits — Se nationally 
: a | advertised! 


oS om 


Timely SHOE SAVER advertising 
in these great national magazines 
pre-sells your customers. Order 
SHOE SAVER from your findings 
distributor now! 


Dow Corning 


CORPORATION 
MIDLAND. MICHIGAN 
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Style is Important 


to Active Women. 


While CUSHIONIZED BELLAIRES well de- 
serve their reputation for unique cushioned comfort, 
flexibility and support, they are equally outstanding 
in their smart-as-tomorrow styling — so important 
to the poise and confidence of today’s busy, active 


woman. They Make Her Feet Glad to Walk! 


HEDY 


IN-STOCK 
AAA to EEE 


Write for Spring Catalog 


EXCLUSIVE 


1—-Unique LUMFLEX insole eliminates “breaking in" 

2—Full length soft cork cushion covers the entire foot. 

3—Riveted “comfortized" sustaining arch assures foot 
ease and support for the life of the shoe, 


-CUSHIONIZED BELLAIRE SHOE COMPANY 
15 Lowell St. Portland, Maine 





les on your shoes offer comfort, wear 


never before achieved. Biltrite brings 


Shoe manufacturers can save time and labor because 
@RUZGLIDE Soles are available with a wedge formed 
as an iftegral part of the sole. This eliminates cutting 
wedges as well as a cementing operation. Of course, 
TRU-GLIDE Soles are also available without wedges, 
if desired. You save a roughing operation, too — 


TRU-GLIDE Soles are already roughed on the back. 


= And what outstanding sales features! The unique 
” ~ V-treads and the bouncy rubber provide extra traction 
OTe and give wearers a new sensation of gliding comfort 
—a real boon to sufferers of foot fatigue. Easier 
walking for easier selling . . . and priced right to 


help you sell more shoes .. . more profitably. 


SPRINGS THE 
REAR FOOT FORWARD 


As the rear foot lifts in walk- 
¢ ing, the TRU-GLIDE V-treads 
spring the foot upward 

and forward. 


FASIER WALKING FOR EASIER SELLING 


FROM THE WORLD’S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


Printed in U.S. A. 





TRU-GLIDE 


SOLES by BILTRITE 


Patent applied for 


SPRINGS THE 
FRONT FOOT AHEAD 


When the foot hits pave- 
ment or floor, TRU-GLIDE 
V-treads cushion the step, 
bounce the foot forward. 


FOR MEN'S, BOYS', WOMEN'S, 
MISSES' AND CHILDREN'S SHOES 
FULL RANGE OF SIZES AND COLORS 


1908-1958... 50 VEARS OF GROWTH AND PROGRESS 


we BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 




















for young America | 
































Here’s a favorite of young 








America...the ever popular 





saddle, in black and white, as 


styled by Child Life. Featured 








is Rueping’s KANKAKEE leather... 














a wonderfully pliant elk type 











upper that cuts cleanly, handles 














with ease through the factory, 
and finishes beautifully. KANKAKEE 
is carefully tanned by Rueping to 
provide outstanding leather 


value in juvenile shoes. 









































SHOES: Style No. 936 
Herbst Shoe Manufacturing Co. 
Milwaukee 45, Wisconsin 


LEATHER: Rueping’s KANKAKEE 
No. 831 Black 
and No. 800 White 


~ - 
« - 
**namanee* 


Uk 
FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Retail Trade, Construction, Governmental Spending Are Strong 
Points, Could Reverse Dip, Says Gainsbrugh at NASM Meeting 


NEW YORK — Continuing ele- 
ments of strength in the economy 
are to be found in retail trade, con- 
struction, and federal, state, and 
local government demand for goods 
and_ services, Martin R. Gains- 
brugh, chief economist of the Na- 
tional Industrial Conference Board, 
said in a speech before the Na- 
tional Association of Shoe Manu- 
facturers “Early Birds” here. 

Business, government, and con- 
sumers took almost as many goods 
and services off the market place in 
the fourth quarter of 1957 as in the 
third, even though production was 
being cut back sharply throughout 
that period, Mr. Gainsbrugh said. 
Retail trade in December and again 
this January topped comparable 
totals a year earlier, and home- 
building has moved upward ever 
since summer and is apparently 
gaining momentum as the seasonal 
expansion of construction activity 
begins, he added. 

Should such end-product demand 
continue to do as well in the months 
ahead, it could mean an early ex- 
pansion of the rate of factory out- 
put and a filling of orders out of 
new production rather than from 
old stock. However, Mr. Gains- 
brugh suggested that some of the 
most sensitive indicators show the 
economy traveling downward as the 
second month of 1958 comes to a 
close. Excerpts from the speech 
follow: 

“Four trends are clearly visible 
in the emerging figures for the 
opening weeks of 1958. First and 
foremost is the decline in business 
investment. This reflects not just 
a change in inventory policy but 
something far more significant and 
longer lasting: the “topping out” 
and initial downturn in investment 
by private industry in plant and 
equipment. 
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MARTIN R. GAINSBRUGH 


“Our most recent survey of capi- 
tal appropriations just completed 
suggests such outlays may be de- 
clining steadily throughout the bal- 
ance of this year. In industry after 
industry we have today, without 
question, more capacity to produce 
than there is market demand. And 
we are still continuing to add ca- 
pacity in many of these industries, 
even though demand for their prod- 
ucts has already fallen off. 

“The second trend is the sharp 
decline in our export balance. Ever 
since the Suez crisis the bulge in 
foreign demand has been flattening 
out. The boom in Western Europe 
appears to be tapering off just as 
it has in Canada and in the United 
States. 

“A third force, at least in the 
closing half of 1957, has now been 
completely reversed: the cutback in 
defense spending and defense con- 
tract placement. Orders and out- 
lays are now moving up rapidly and 
should continue so for many 
months. 

“Last, but by no means least, is 
the changing character of consump- 
tion expenditures. This first be- 
came evident in the decline in out- 
lays for durable goods, cars, tele- 
vision sets, furniture, and such. 





That consumers appear to have re- 
stricted themselves in this depart- 
ment is, perhaps, one of the most 
disturbing of recent trends. 

“Thus far in 1958 we are relying 
upon increased defense spending 
coupled with the appropriate mone- 
tary policy of advancing monetary 
ease to halt this recession. The 
target here is to lock the forces of 
recession largely within the capital 
goods industries, and to keep them 
from fanning out into the soft 
goods and service sectors. 

“One measure of the success of 
this program will be found in the 
future course of outlays for soft 
goods. If these expenditures weaken 
in any way, they would be cited in- 
creasingly as support for tax relief. 
It is reasoned that modest wind- 
falls in income from higher tax ex- 
emptions or lower rates of personal 
taxation of a temporary character 
would be channeled quickly into 
outlays for soft goods and would 
contribute toward a higher level 
of soft goods expenditures by the 
year-end than we have currently.” 


Stability for Shoes in °58 
Predicted by John L. Moran 


NEW YORK—John L. Moran, 
president of the National Shoe Man- 
ufacturers Association, speaking at a 
recent meeting of the Association 
“Early Birds”, said: “1958 will turn 
out to be a pretty good year volume- 
wise for the shoe industry.” 

He added that, “We are fortunate 
in having a relatively stable business, 
one that does not have wide swings 
in production and sales. We do have 
our little ups and downs, but they 
are minor compared with those of 
our heavy industries. 

“With the relative stability of our 
demand and with population growing 
by at least three million a year, | 
believe we can take these little lulls 
that come from time to time. We 
have, moreover, no serious malad- 
justments that require correction 
either in our inventories or in our 
price structure.” 





Governors, Mayors Boost Shoe Wardrobe 


NEW YORK—tThe retail shoe in- 
dustry’s campaign to sell more 
shoes this Spring gained increased 
support today when State and mu- 
nicipal officials joined with more 
than 200 major daily newspapers in 
backing The American Family Shoe 
Wardrobe Promotion. 

Governors of the key shoe states 
and mayors of a half-dozen shoe 
cities announced they would issue 
proclamations or statements call- 
ing attention to the shoe wardrobe 
promotien that breaks at the open- 
ing of the three-week period be- 
ginning March 16th which has na- 
tionally been designated as Ameri- 
can Shoe Time. 

Governor James T. Blair, Jr., of 
Missouri was the first chief execu- 
tive to issue a proclamation urging 
citizens of his state to take recogni- 
tion of the shoe industry and its 
importance in the national econ- 
omy. 

Other Governors planning procla- 
mations or statements are Frank G. 
Clement, Tennessee; George M. 
Leader, Pennsylvania; C. William 
O’Neill, Ohio; Lane Dwinell, New 
Hampshire; Edmund S. Muskie, 
Maine; Averell Harriman, New 
York. The Mayors include Wilfred 
A. Derosier, Brockton, Mass.; Fran- 
cis X. Collins, Salem, Mass.; Ray- 
mond R. Tucker, St. Louis, Mo.; 
and J. T. Benoit, Manchester, N. H. 

Four test cities where enthusi- 
astic retailers had joined together 
to make the promotion a local suc- 
cess will be watched closely by cam- 
paign managers. The cities are: 
Reme, Ga.; Waterloo, Iowa; 
Wichita, Kan. and Tucson, Ariz. 

At a series of meetings in those 
cities, retailers had laid plans for 
special promotional programs— 
calling in their local newspapers 
to assist. In addition to the news- 
papers in those cities, radio or tele- 
vision stations were helping with 
spot announcements. 

Surveys are scheduled to be made 
of the promotion as a whole and in 
those particular cities to determine 
the effectiveness of the American 
Family Shoe Wardrobe promotion 
in terms of sales, contest entries 
and general support. In the future, 
plans developed in those cities may 
be adapted nationally. 
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Shoe Women Execs Discuss 
Means to Business Success 


NEW YORK—The formula for 
the successful operation of a hus- 
band-and-wife team business was 
sought by the Shoe Women Execu- 
tives at their recent luncheon at the 
Ambassador Hotel. 

Eleanor Howard Frankel, presi- 
dent of S.W.E., welcomed the mem- 
bers and their guests—the largest 
attendance to date—and introduced 
the officers and directors. Virginia 
Williams, fashion director for the 
Carlisle Shoe Company and chair- 
man of the S.W.E. program commit- 
tee, moderated the program. 

Three teams participated in “per- 
son-to-person” insight into what 
makes for success for the small, in- 
dependent manufacturer. Included 
were: Jean and Mike Bandler of 
Pappagallo Shoes; Teddy and Ar- 
thur Edelman of Fleming-Joffe, 
Ltd., tanners of reptile leathers; 
Doris and Roger Van S., manufac- 
turers of handbags. 

The women executives discussed 
means to create for the consumers 
the kinds of shoes, leathers and 
handbags that would come closest 
to fulfilling their desires for some- 
thing new, original and exciting. 





Becker Elected Director 
Of Amalgamated Leather 


William R. Becker has been elected to 
the board of directors of Amalgamated 
Leather Companies, Inc., Wilmington, 
Del. He joined the company in the mid 
1920's, and after an intervening period 
in the investment and banking fields, re- 
turned to Amalgamated in 1948. He was 
named manager of the St. Louis office 
the following year. 


Willingham Succeeds 
Henry W. Boyd 


NASHVILLE, TENN.—Ben H. 
Willingham, former vice-president 
of General Shoe Corporation, has 
been elected president to succeed 
the late Henry W. Boyd, Jr., who 
died February 22. 

William M. Blackie, who has been 
executive vice-president, was 
named chairman of the executive 
committee. Mr. Boyd held both 
posts at the time of his death. 

Board Chairman Maxey Jarman, 
who announced the promotion of 
Willingham and Blackie, also said 
that General Shoe will spend ap- 
proximately $3,000,000 this year on 
a development program. Details 
will be made known later. Mr. 
Willingham, 43, has been asso- 
ciated with General Shoe since 
1933. Mr. Blackie, 54, joined the 
organization in 1924. 


Europeans Write $8 Million 
At International Shoe Fair 


WASHINGTON, D. C.—European 
footwear manufacturers wrote a 
fat five billion line ($8 million) in 
new orders at the twenty-first an- 
nual International Shoe Fair in 
Vigevano, Italy, in January, ac- 
cording to new U. 8. State Depart- 
ment reports received here. About 
105,000 persons attended the fair, 
including 16,000 importers, dealers, 
and businessmen. 

The number of exhibitors rose 
from 400 in 1957 to 518 this year. 
Another 30 firms seeking booths 
were turned away. Seven Italian 
shoe manufacturers participated 
directly in the fair, and another 
50 producers were represented 
through their agents and distribu- 
tors. The fair had separate sec- 
tions for shoes, machinery for the 
shoe and leather industries, lasts, 
accessories, buckles and bindings. 


Greater Insurance Coverage 
NEW YORK—The National Re- 
tail Merchants Association, form- 
erly the National Retail Dry Goods 
Association, announced today that 
an increased amount of coverage is 


now available to executives of 
member stores under the Associa- 
tion’s group life insurance plan. 
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N. Y. Department Store Sales Firm 


NEW YORK-—lIn spite of heavy 
snow and freezing cold in February, 
sales of eight major department 
stores here were, on the average, 
only one per cent below those of 
February 1957, a New York Times 
survey reported. 

The relatively small sales drop 
was blamed on the weather by store 
executives. The results represented 


the first monthly decline in sales. 


since last October, which was also 
one per cent below the correspond- 
ing month a year earlier. Depart- 
ment store sales in December and 
January were both five per cent 
higher than their respective com- 
parative months. 

The temperature last month aver- 
aged 4.9 degrees colder than nor- 
mal, compared with an average of 
4.4 degrees above the norm for the 
1957 month. Rainfall last month 
was 1.96 inches above normal, com- 
pared with .88 inch below normal 
for the same month of last year. 

Results for February were for 
eight stores, the same number as 
surveyed for the month last year. 
Until this month the year-to-year 
comparisons have been nine stores 
against eight, including 1957 fig- 
ures for Naam-Loeser’s, Inc., which 
closed early last year. 

Results for Namm’s were not of- 
ficially released last year after Jan- 
uary, though the Brooklyn store did 
not finally close its doors until 
April. If trade figures for Namm’s 
were included in the comparison, 
the area stores would have registered 
sales about four per cent below the 
1957 month instead of only one per 
cent. 

Of the eight stores surveyed last 
month, six reported declines. Per- 
centage drops were: 11.2, 5.2, 5, 
4.7, 2.4 and 0.3. The two increases 
were 22 and 1.8 per cent. 


Desbrow Joins Texas Boot 


DENVER — Floyd H. Desbrow, 
Woodward, Okla., here for the Rocky 
Mountain States Men’s Apparel Club 
Spring and Summer Show, an- 
nounced that he has been named 
sales representative for the Texas 
Boot Company, Lebanon, Tenn. His 
territory includes Nebraska, North 
and South Dakota, Wyoming, Mon- 
tana, Utah and Idaho. 
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Jarman Sees Poor First 


Fiscal Quarter for 1958 


NASHVILLE — W. Maxey Jar- 
man, chairman of the General Shoe 
Corporation, speaking at the Cor- 
poration’s annual meeting, said 
earnings for the first fiscal quarter 
ending January 31 “will be very 
poor in comparison with last year.” 

General reported net earnings of 
$1,605,128 on sales of $57,623,687 
during the first fiscal quarter of 
1957. 

However, Mr. Jarman went on to 
say that the first quarter of fiscal 
1957 “was the best quarter of the 
year” while the last quarter of fis- 
cal 1957 was the worst. “We think 
the situation will be reversed this 
year—the first quarter will show 
the poorest figures and the last 
quarter will show the best, adjusted 
of course for seasonal variations,” 
Mr. Jarman said. 

He added that 1958 shoe produc- 
tion for the industry “will be plus 
or minus two per cent” of the 594 
million pairs produced in 1957. 


*“‘Foster Parents” Seek 
Shoe Money for Viet Kids 


NEW YORK — The Foster Par- 
ents Plan has initiated a new proj- 
ect of interest to shoe men. The 
Plan will raise a special fund to 
provide 100,000 pairs of ‘“quoc,” 
or wooden shoes, for the children 
of Vietnam. 

These little wooden clogs cost 
only about 50 cents a pair but they 
have an important bearing on child 
health and welfare. Many of the 
parasitic diseases are transmitted 
through the feet, as we well know 
from long experience with hook- 
worm in this country. Leprosy 
usually finds its first entry through 
the toes. 

The simple wooden shoes reduce 
the chance of infection through 
dust in the dry season and mud in 
the rainy season. The “barefoot 
boy” is no symbol of health in the 
Far East and a little thing such as 
a “quoc” may well mean the differ- 
ence between health and happiness 
and disease and misery. 

The headquarters of Foster Par- 
ents Plan is 352 Fourth Ave., New 
York City. 





Italians Sell Million Pairs Here in 57 


WASHINGTON, D. C.—Italy's booming shoe industry exported a record one million- 


plus pairs to the United States last year, according to new 


overnment reports. 


Figures received here from the American consul in Milan, Italy, show that the 
value of Italian footwear shipped to the U.S. exceeded $5-million last year. 
Exports from Italy to West Germany rose even higher, however. West Germany 
has now replaced the U.S. as the leading export market for the Italian industry. 
The American consul in Milan reports that the boom in exports of Italian footwear 
is continuing “at an amazing rate." The value of exports doubled from 1955 to 
1956, and doubled once again from 1956 to 1957. 

The following tables illustrate the rapid growth of this prosperous Italian industry. 

On the commercial exchanges, 609 lira equal one dollar. 





TOTAL EXPORTS OF ITALIAN FOOTWEAR 





PAIRS EXPORTED 
502,140 
791,469 

1,401,490 

2,685,254 

5,506,856 


1953 FIRST 10 MONTHS 
1954 FIRST 10 MONTHS 
1955 FIRST 10 MONTHS 
1956 FIRST 10 MONTHS 
1957 FIRST 10 MONTHS 





VALUE IN MILLIONS OF LIRE 
1,335 
2,186 
3,777 
7,686 
15,424 





PAIRS EXPORTED FIRST NINE MONTHS 





1953 
30,692 
54,970 

120,350 
18,302 
26,487 
33,890 


WEST GERMANY 
UNITED STATES 
SWITZERLAND 
SWEDEN 

FRANCE 

U.K. 


1954 
46,240 
119,366 
163,230 
18,897 
30,510 
101,795 


1957 
1,030,650 
947,759 
649,221 
446,031 
431,220 
417,978 


1956 
293,158 
630,761 
380,926 
156,173 
135,055 
260,902 


1955 
123,973 
344,902 
225,641 

84,359 
42,948 
115,992 








Women’s High Styles Exploited Too Fast 


Fast Exploitation of Women’s High Style Ideas Is Retarding 
U. S. Fashion Development, Says Trahey at NSRA Meeting 


NEW YORK—Jane Trahey, presi- 
dent of 425 Advertising Associates, 
speaking at the Women’s Style Com- 
mittee Meeting of the semi-annual 
National Shoe Retailers meeting 
said that unusual] design ideas are 
hard to develop, and in current prac- 
tice are exploited too soon. 

Miss Trahey said designers de- 
sired that retailers would buy new 
ideas specifically for middlemarkets 
rather than exploit immediately de- 
signs which have been certified by 
high style sales. She added that 
today high style ideas are quickly 
demeaned by being copied in the 
lowest price brackets, when actually 
they should be preserved for experi- 
mentation and expansion at the high 
style level. 

European designers receive this 
protection; this permits them to 
build reputations for themselves, 
Miss Trahey said. And as a result 
Americans are soon flocking to 
Europe to seek out ideas which could 
be developed at home. 

June Cunniff, accessories editor of 
Harper's Bazaar, keynoted her re- 
marks by saying, “You can’t be in 
the shoe business without being in 
the fashion business!” She then 
went on to a discussion of the revo- 
lutionary change in the dress sil- 


JANE TRAHEY 


houette and the importance of its 
effect on shoe styles. 

Recalling the introduction of long 
skirts with the New Look of 1947, 
Mrs. Cunniff noted that this silhou- 
ette brought in an era of very 
high and then very high, very thin 
heels. Today, she noted, the lowered 
heels balance the figure more easily 
into the new dress silhouettes. 

Lasts continue to be long and 
slim, stretched out and elegant. The 
lower, broader based heels of today 
are right for active daytime wear. 
including a revival of the stacked 
leather heel, made slimmer and more 
elegant than formerly. 





Consent Decree Likely in FTC-International Row 
ST. LOUIS —The complaint of 


the Federal Trade Commission 
against International Shoe Com- 
pany charging unfair trade prac- 
tices is expected to be ended by a 
“consent decree.” 

Counsel for the Commission and 
the Company have entered into an 
agreement to bring about this ad- 
justment. This agreement has been 
accepted by the FTC Hearing Ex- 
aminer who was assigned to the 
case. The initial decision by the 
Hearing Examiner is now before 
the Federal Trade Commission for 
disposition. 

Henry H. Rand, president of In- 
ternational, made the following 
statement: 

“Rather ... than engage in long 
litigation, and because we felt that 
a fine and firm relationship with 
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our Shoenterprise and Merchants 
Service customers could be con- 
tinued without a ‘must buy’ clause 
in our agreements, we decided to 
end the controversy by the agree- 
ment which was made, which, we 
repeat, does not constitute any ad- 
mission by us or any finding by the 
Commission that our methods were 
unfair in any manner. 

“The shoe business is highly com- 
petitive and especially so at the re- 
tail level. By our methods we ex- 
pect to keep competition alive and 
to enable independent shoe retail- 
ers to continue to exist. We believe 
that under the order which was en- 
tered we can continue to advantage- 
ously support retail shoe merchants 
who feature our brands of men’s, 
women’s and children’s shoes and 
we intend to do so.” 


Puerto Rico Producers 
Must Hike Wages 


WASHINGTON, D. C. — Shoe 
manufacturers in Puerto Rico have 
been told by the government to 
start paying higher wages on 
March 21. 

The higher rates were ordered 
by the Wage-Hour and Public Con- 
tracts Division of the U. S. Depart- 
ment of Labor. At the same time 
it ordered the higher wages in the 
shoe industry, the government or- 
dered higher wages paid in Puerto 
Rico’s leather, leather goods and 
related products industries, and in 
the fabric and leather glove indus- 
tries. 

In the shoe industry, manufac- 
turers in Puerto Rico are told to 
pay not less than 55 cents per hour. 
The present hourly minimum is 51 
cents. 

Employees in the small leather 
goods industries are to be paid not 
less than 50 cents per hour. The 
present minimum is 45 cents. In 
the baseball and softball classifica- 
tion, a 57-cent hourly minimum will 
replace the existing 49-cent figure. 
In the general classification, the 
rate will be not less than 53 cents, 
instead of 51 cents. For hide cur- 
ing, the rate remains unchanged at 
85 cents. In leather tanning and 
processing, the rate goes from 50 
cents to 53 cents. 

The new hourly rates in the 
fabric and leather glove industry 
will range from 25 to 72% cents. 
The present minimum rates range 
from 24 to 67% cents. 


Delaware Ruling Renders 
X-Rays a Drug on Market 


WILMINGTON, DEL. — Shoe re- 
tailers here are looking for markets 
for X-ray fitting machines which 
cost them as much as $1,400—and 
there is no market for them. Use 
of the machines was recently pro- 
hibited by the State Board of 
Health. 

The X-rays were once eagerly 
sought by retailers as promotional 
tools. However, in making its rul- 
ing, the Board said it has accumu- 
lated evidence showing that radia- 
tion is a definite hazard to persons 
exposed. 

The health damage is greatest to 
growing children. 
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1958 CATALOG OF SHOES FOR 


THE ENTIRE FAMILY 


Here’s the cover of Endicott Johnson's 1958 Catalog! 
...We'd like to send you the other 72 pages! 


How would you like a mail order fill-in service at 


your finger tips? It’s yours in the new Endicott 
Johnson 1958 catalog of shoes for the entire family! 


You’ll be amazed at the variety of shoes and styles 
... all designed for fashion and fit. Best of all, you 


can see for yourself how Endicott Johnson’s sensi- 


ENDICOTT JOHNSON 


Endicott Johnson Corporation Endicott 1, New York 


ble pricing allows highest possible dealer profit at 
volume-sale retail price! You'll like the customer- 
attracting “extras”, too: many shoes have exclu- 
sive features like Endicott Johnson’s Guide-Step 
construction, Permacounters, nylon stitching and 
Pacifate linings. You'll want to be a profit-making 
part of the Endicott Johnson dealer family. 


SEND FOR YOUR FREE COPY TODAY! 


ENDICOTT JOHNSON CORPORATION 
Department B, Endicott 1, New York 


Please rush my free copy of the new 1958 Catalog of Shoes for 
the Entire Family. 


Store Name 
Street Address 
City 

Shoe Buyer 











OUR 75th YEAR 











In factoring, too, teamwork’s the answer 





We choose 1958 to give a special salute to our friend and client, 
The H. C. Godman Co., one of the nation’s most respected Hillam |SELIN ¢ Co.. Ine. 


manufacturers of medium-price shoes. This year marks our 150th 





birthday, Godman’s 75th birthday and the start of the twentieth year our (50th year 


of Iselin-factoring for Godman. We are proud of the distinguished 
position Godman occupies among America’s independent 

; s 357 FOURTH AVENUE 

shoes manufacturers and of the effective contribution NEW YORK 10, N. Y. 


Iselin service has been able to make to its growth and prosperity. GRAND RAPIDS ATLANTA 
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SUNNEE-SANDEES* 


Mfiddleshank 

















All foam-rubber, tapered (18/8) wedge, ane lightweight (10 oz.). Each pair individually boxed. Each pair 


individually wrapped in a polyethylene drawstring beachbag. Sold in case pack only. Two widths, N and M. Perfect 


fit. For a minimum investment (3 cases—$162) placed right now, you can test this quick-moving 


item. Your re-order plan can then be placed with confidence. Offered exclusively by Vogue Shoe. 


cost: $1.80 
less 2% 


sells: $2.98 
fair traded 











Vogue Shoe 








Eo PF 


an opportunity for quick turn- 
over; for early test at minimum 
investment; for promotion; for 
traffic building; for quick re- 
order and delivery to build high 
volume up to Labor Day! 


3660 S. Hill 


98 


FAIR 
TRADED 


FIDDLESHANK...The ideal “item” promotion 
that will “make” your days and your months’ figures 
between now and Labor Day! 

Sold in 86 case pack only... 
ONE COLOR TO A CASE 











K: 
CASE PAC 66% | 7-7% | 8.8% | 9.9% 
N (NARROW) 4 5 2 1 | TOTAL: 12 
4-4% | 55% | 66% | 7-7% | 88% | 99% 
M (MEDIUM) | 3 ] 7 4 2 | TOTAL: 24 
36 


























*Pat. pending on design; construction 
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Street, in 


wonderful Los Angeles 





Wait till you've seen 


a 


“Tyron CASCADES 


HEEL STYLES 


a Jy | 
ee é : 
Be | SREP Rese TET 


EX HIGH 19/8 to 23/8 MEDIUM 13/8 to 18/8 FLAT 4/8 to 12/8 


“Tyron DeLITES 


HEEL STYLES 


FLAT 4/8 to 8/8 CUBAN 13/8 to 15/8 HI CUBAN 16/8 to 19/8 
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ASTIC FOOTWEAR! 


* New Styles! 


Take a look at Tyron and you'll be looking at this 
year’s smartest, newest line of plastic waterproof foot- 
wear— bar none! Tyer-made molds, formulas and com- 
pounds—and the famous Porter molding process— 
give you pace-setting lasts, styles and patterns in a 


variety of popular priced boots, gaiters and “rubbers.” 


Fashion features of the Tyron line are the all-new 
Cascade and DeLite rain boots. Caseades feature a 
moderately pointed toe to accommodate all shoe styles. 


e New Features! 


¢« New Colors! 


Check these important Tyron features: 
e@ Will not chip or crack —Even in sub-zero weather. 
e Anti-slip outsoles—Compare them with others. 
e Easy on-off—Low-friction inners prevent sticking. 
e Better fitting —Molded to accommodate nearly all 
shoe styles. Whole sizes only. 
e Waterproof to top—No seams to break or fail. 
e Wide color assortment — Includes black, white, 
yellow, red, brown and beige. 


Take a look at TYRON — coming your way soon! 


MEN’S NULITE 


CHILDREN’S AND MISSES’ 


INSULATED IGLOO 


(Non-insulated version is 


BOYS’ HIGH METRO 


(Also available for men) 


called “PULLEZ 


MEN’S AND BOYS’ DUFLEX 


Fit the whole family—with Tyer! Tyer now offers complete lines of rubber, plastic and canvas 
footwear for men, women and children plus an extensive line of sporting footwear and accessories. 


ANDOVER, 


MASSACHUSETTS, 


All Tyron styles are shipped from Andover, Mass., New York City and Middleport, N. Y. Regular terms and freight allowances. 


TYER RUBBER COMPANY, Andover, Mass., U.S.A. 


Please send me [_] Complete information on the new TYRON line. 


(] Rubber footwear price list. 


STREET. 


(_] Canvas footwear price list. 
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“Talon Shu-Lok fastener an outstanding success 












































The greatest shoe improvement 


in years says Lester Fallon, President of Thom McAn 


This is Mr. Lester R. Fallon, President of the Thom McAn 
Shoe Company of New York. 


This company, with more than 800 retail shoe stores, was one 
of the first in the field to use the Talon Shu-Lok fastener. 


We quote Mr. Fallon: “Jn the Thom McAn tradition of 
bringing our customers full value, we saw in the Talon Shu-Lok 
fastener the first really new closure idea in years. 


flip to open 
“Not only that. We saw that the Talon Shu-Lok fastener 
had important consumer benefits of convenience, comfort and 
good healthy fit. Superior features that could be promoted 
endlessly ... profitably. 


“First offered in men’s styles, we backed these sales with 
hard-hitting promotions. The results: Styles featuring the 
Talon Shu-Lok fastener were an outstanding success. 

Proof enough, we felt, to stock and promote the boys’ and 
children’s sizes featuring the Shu-Lok fastener as they became 
available. And now we have the Shu-Lok fastener in 

women’s shoes too. 


snap to close “It has made the grade as a proved and profitable 
sales stimulus in the shoe business. 


Mr. Fallon said they look forward confidently to a 
big spring season with Talon Shu-Lok fastener styles . . . 
and an even bigger fall. 


The Thom McAn Shoe Company is getting more sales and 
bigger profits with the Talon Shu-Lok fastener. Why don’t you. 


fastener 


TALON, INC., SHU-LOK FASTENER DIVISION, MEADVILLE, PA. 
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@ As business drops, tax cut chances improve. Administra- 
tion officials and Congress leaders plan emergency cuts. 


© Union officials more optimistic about business 
than they admit in public. Upturn means wage 
increases. 


@ There’s fresh evidence of a business upturn but 
the experts warn that we're not yet out of the 
woods. 


Baker Reporting from WASHINGTON 
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Chances for tax cuts have improved greatly in recent weeks. If the 
expected upturn in business doesn’t materialize by April 1, some rate reduc- 
tions this year can definitely be expected. 

The Eisenhower Administration refuses to admit any alarm over the current 
recession. But it’s an open secret in Washington that the White House eco- 
nomic advisers are readying a tax-cut plan to submil to Congress if business 
activity doesn’t pick up soon. The advisers hope, of course, that the long- 
awaited upturn will come, thereby removing the need for tax cuts. But they 
expect to have a tax-cut plan ready, just the same, on a “fire extinguisher” 
basis. 

Congressionai leaders, too, are drawing up tax-cut plans on the same basis. 
Democrats favor reductions for individuals only. They're talking of increasing 
the existing $600 exemption to $700 or $800. Republicans are thinking more 
in terms of across-the-board reductions for individuals, plus lowering the rate 
on corporation income from 52 per cent to perhaps 47 per cent. 

All these plans will be scrapped, of course, if production, sales, car-load- 
ings, employment, and consumer buying begin to pick up by late March. But 
some leading Administration officials are by no means as optimistic as they 


were a few weeks ago. 


Top union officials are much more optimistic over the coming upturn in 
business than they admit publicly. In private talks with state and local leaders, 
the hierarchy is predicting a pick-up by the start of the third quarter. 

The coming upturn in production and sales will benefit unions two ways: 
New wage increases and new union members. 

Wage rises of from 10 to 15 cents per hour are “within reason” if pro- 
duction and sales begin to climb by early summer, the union chiefs are 
saying. 

Don’t be taken in by government and management pleas for “restraint” 
in preparing new wage demands, the national leaders are telling individual 
unions. No union ever won higher wages and extra benefits by exercising 
“restraint,” they point out. Look at each company’s profit situation, and pre 
pare your demands accordingly, the AFL-CIO counsels. And, if the business 
picture brightens, hit management for all the traffic will bear. 


Here’s fresh evidence of the coming upturn in business: Unemployment is 
beginning to level off. Claims filed with the government for jobless benefits 
have slowed down noticeably in recent days. 

As of the end of February, the government estimates total unemployment 
at about 4.7 million. This is considerably more than the 3.3 million jobless 
in 1949 (just before the Korean war), but, of course, far below the years 
immediately preceding World War II (10.3 million in 1938, 9.4 million in 
1939, 8.1 million in 1940) or 1933, when the total jobless soared to an all 

(OVER) 








Report from 


Senator Byrd’s decision not to retire this fall 
eheers businessmen and conservative bloe in 
Congress. 


Reciprocal trade program damaged by unem- 


cs 
WASHINGTON ivirca'in some manuiacturing areas. 








time peak of 12.8 million. 

The Eisenhower Administration is betting on a noticeable upsurge in 
business before the end of June. The White House experts explain this rea- 
soning as follows: Millions of dollars worth of new defense contracts have 
been let since January 1, and this new economic activity will soon begin to 
show up at the factory level; farm and outdoor employment always picks 
up seasonally in March and April; construction (both industrial and home- 
building) customarily shows gains after the end of cold weather, and highway 
construction is scheduled to move out of the planning stage and into the 
project stage this spring and summer. 

The experts warn, however, that we’re not out of the woods yet. We won’t 
know for sure that we’re on the upgrade for another six weeks. 


Sen. Harry F. Byrd’s decision to delay retirement and retain his post as 
leader of the shrinking conservative bloc in Congress is producing sighs of 
relief among many businessmen. 

As head of the powerful Senate Finance committee Sen. Byrd has for 
years been a bulwark against liberal financial, tax, and spending schemes. 

The 70-year-old Virginia Democrat, two weeks after announcing he would 
not seek re-election this fall, announced he would serve another term. His 
decision was believed to have been based on the potential havoc his retire- 
ment would have played with the century-old political organization he heads 
in his home state; pleas from conservatives, including many bankers and 
financial leaders, and the prospect that Sen. Robert S. Kerr, D., Okla., an 
extreme liberal, would take over the Finance Committee. 

Sen. Byrd, although watching the Senate and his own Finance Com- 
mittee turn increasingly liberal in recent years, has been a powerful champion 
of balanced federal budgets, elimination of unnecessary government spending 
and payroll padding, reduction in the federal debt, and of lower taxes if they 
can be secured through lower government spending. He bitterly fought 
pump-priming, inflationary spending and financing schemes, and political tax 


juggling. 


Rising imports and unemployment are causing grave damage to the 
prestige of the reciprocal trade program. The 24-year-old tariff law comes up 
before Congress this year for renewal. The Eisenhower Administration wants 
the Congress to extend the law for another five years, and to grant authority 
to cut tariffs further by an average five per cent a year up to a maximum 
25 per cent. It is extremely unlikely that the Congress will approve anything 
like this. 

Congress reports that mail from manufacturing areas is running heavily 
in favor of higher—not lower—tariffs. Imports of footwear were at record 
totals last year. And preliminary 1958 figures show that imports are again 
arriving in record volume. The current clamor is for some kind of action 
to slow up these imports. 

Under the present reciprocal trade law, the U. S. Tariff Commission can 
only recommend higher tariffs to the White House. The President is under 
no obligation to accept those recommendations. There’s increasing talk now 
of changing this part of the law so as to force the President to accept and put 


[CONTINUED ON PAGE 76] 
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Ombre’ SHUGOR supplies 
novelty and comfort to this 
blucher-type men’s oxford. 


THERE’S BUILT-IN COMFORT IN THE 
SHOE THAT “GOES PLACES” WITH 


Wherever fashion-conscious men 
congregate .. . for sports, business 
or leisure . . . is found shoe 
styling, made possible only by 
SHUGOR. There is a big bonus of 
comfort, too, wherever SHUGOR 
sparks the style. SHUGOR’s 
reinforced-edge and ‘“‘just right”’ 
tension keep shoes from gaping 

or slipping. Why not let 
SHUGOR ‘“‘go places”’ with 


your line? 


Taylor finger-gore keeps 
topline smartly, com ortably 
in place in this clever 


cross-strap creat ion, 


TAVLORED-TO-F1T Ea 


THOMAS TAYLOR & SONS | Pee Re Ee 
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RIGHT NOW...THE BIGGEST 
SHOE PROMOTION IN HISTORY 


Over 5,000 Retailers Coast to Coast Are Featuring 
“The American Family Shoe Wardrobe” in Campaign 
Co-Sponsored by LOOK and National Shoe Institute 


For the first time in history, America’s shoe in- 
dustry has joined forces in a powerful, nationwide 
sales promotion. Timed for the Easter season, 
geared for volume selling, The American Family 
Shoe Wardrobe event will give 5,300 tie-in stores 
an opportunity to cash in on the local excitement 
generated by a multi-million-dollar national mar- 


keting program. 


Highlights of the promotion, which is slated to run 
March 18 through the Spring selling season: 


e A full 13 pages of consumer advertising by 17 lead- 
ing shoe manufacturers in the April 1 issue of LOOK, 
on sale March 18. 


@ Special giveaway booklets and exciting, full-color 
in-store and window displays—furnished by LOOK and 
the National Shoe Institute—in 5,300 tie-in outlets. 


@ An expected $3,000,000 advertising investment in 
local media by manufacturers and tie-in retailers. 


@ Special television programs furnished to 79 stations 
across the country—plus exclusive supplements in scores 


of daily newspapers. : 


Here is an outstanding example of what can be 
achieved through creative merchandising and 
LOOK’s impact on people. An average issue of 
LOOK is read by 24,800,000 Americans—one of 
every five people aged 10 and over throughout the 
country ... throughout your market area. It’s this 
massive reader appeal that explains why LOOK, 
America’s fastest-growing major magazine, is such 
an effective showcase for the products you sell. 


LOOK PROMOTIONS SELL MERCHANDISE—NOT MAGAZINES 
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BDUMNIE ... & 
“special” CorecTred 
shoe in black leather 
with dress-up style 
— famous Thomas 
heel. 





WHY EDWARDS IS THE eles | aes 
SHOE FOR CHILDREN new saddle shoe — 


FIT-—58 years in the develop- extension around 

Ed i ‘al I back adds contrast 
ment of & sp a ie i in black and white. 
means better fitting shoes. 


QUALITY - only the finest ma- 
terials are used by Edwards ex- 
perienced shoemakers. 


plus FASHION - stylish shoes sell 


and Edwards has a style to 


FIRST WALKER satisfy every customer. 

...a basic TODLIN 

shoe for youngsters 

—sturdy and com- 

fortable in white 

elk. 
ROWENA ... trim 
on vamp and detach- 
able strap made this 
shoe extra smart in 
black patent or 
smooth white. 


dwards 


THE SHOE FOR CHILDREN 


ee 


PHILADELPHIA 7, PA, 











GENUINE 
DUNHAMS 
TYROLEANS' py 


... on thousands of consumers who enjoy | = \ Rider ns 
Dunham's TYROLEANS® smart styling, exclusive soft | ke 
glove leather, cushion insole and 
durable rib crepe sole .. . in the 
nation’s leading magazines, where millions 
of potential customers are pre-sold on 
genuine Dunham's TYROLEANS® ... in 
thousands of stores, where they're displayed 
by retailers who know from experience that 
it’s much easier — and more profitable — 
te sell genuine Dunham's TYROLEANS® 
than to waste time and lose 
customers by stocking imitations! 


: Now, anywhere in the 
If they’re not DUNHAM’S J J INS a country, you can order 


— they’re not 
TYROLEANS! 


from a nearby 
distributor who has 
genuine Dunham’s 
TYROLEANS® in-stock . . . 
NOW is the time to 
become a genuine 


Dunham’s TYROLEANS® dealer. 


Get the profitable facts! Write for details en Dunham's Tyroleans® 
in oxfords, boots and hi-cuts for men, women and children. 


DUNHAM BROTHERS COMPANY Brattleboro, Vermont 


Distributed in the East by DUNHAM BROTHERS COMPANY 
Brattleboro, Vt. — in the Midwest by AINSWORTH SHOE 
COMPANY, Toledo 4, Ohio — in the Northwest by 
DODSON-FISHER COMPANY, St. Paul, Minn. — in the 
Southwest by B. ROSENBERG & SONS, New Orleans, La. 
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styled by Seymour Troy, 


fashions a new 
silhouette in an 
opera pump 

... the Nassau... 
free and easy, 

light and soft, 
young and lovely... 
trimmed with a _ 
smart ornament... 
the heel graceful 
and slender. Truly 
“THE” town shoe. . 
a joy of 1958. 


In luxurious 
CALF 
#345 Rose Red... 





also available in 
#507 Flight Blue, 
#516 Basque Red, 
#3390 Benedictine 
and #500 Black... 


E. Hubschman & Soas, Inc., Philadelphia 23 by Lown Shoes, Inc., 
Fashion Office: Empire State Building, New York 1 Auburn, Maine. 
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So soft...so flexible...so comfortable 


(Armstrong 


FIsBeRCcoRK 


The cushioned insole materia/ 


Unusual fiexibility is a hallmark of today's best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork*— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material, made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light. how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7703 Delaware Avenue, Lancaster, Pennsylvania. 














Biggest News in Men’s Shoes in 1958! 


Tow Squires 


by FREEMAN 


“Town Squires” were a tremendous hit at the Shoe Fair and they’ve been 
going great guns ever since. A remarkable new concept of fine shoemaking for today’s modern 
living. While the price tag is surprisingly moderate, the look and feel of Freeman 
“Town Squires” are decidedly in the fine-shoe class ... made by Freeman— 
America’s largest exclusive maker of men’s fine shoes. Solve your profit 
and turnover problems with these fast-selling ‘“Town Squires.”’ 


IN STOCK FOR IMMEDIATE DELIVERY. Retailing $10.95 and up. 


Send for an illustrated catalog with a complete 
showing of ‘“Town Squires’”’ 
styles and features. 


ATION 
RPOR 
EMAN SHOE CO 
RE 
THE F 
| 
RIDE | 
ITH P | 
NTS W 
pRESE \ 


oun Squires | 


D 
pISTINGUISHE 


NG OF 
stYLe GROUP! 
NEW 


EAR 
OoOoTw 
var, LIVELIER © 
LIGH 


FOR MEN 


THE “JAMAICAN" 

Typical of the lighter, trimmer 
“Town Squires” styling. Black 
Hand-boarded French Jack Calf; 
Hand-sewn Cable Stitch. 


THE FREEMAN SHOE CORPORATION, BELOIT, WISCONSIN 
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For 


Easy Easter 


MOTHERS 
ond CHILDREN 
"A wero wet weveT = 
Fw VALUE: STYLE 
| WORKMANSHIP =, 
RY 

.@ 
Can 3X 


AMERICAN JUNIORS FIRST CHOICE of Mothers and Children 


In an independent survey by 
Reuben Donnelley Company 


Cusromers in your store are bound to prefer American 
Juniors just as they did by overwhelming majority in a 
nation-wide survey. Yes, American Juniors are FIRST 
CHOICE for Easter Sales! 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS 
Ff 


DIVISION CONSOLIDATED NATIONAL SHOE CORP NEW YORK SALES OFFICE: MARBRIDGE BUILDING 


40 


* 


* 


* 
* 
* 

*x 


* 


* 


* 


First in VALUE 
First in QUALITY 
First in STYLE 


xx 
x*x* Key 


a 


JSunors 
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NOW! 


Save hundreds of dollars 
on your window shoes with 


ESQUIRE 
WIN 











AMAZING NEW 


Dow 


= 








AEROSOL SPRAY 
TREATMENT THAT 


GIVES DISPLAY SHOES 
A BEAUTIFUL, 
EYE-STOPPING 

‘“WINDOW-FINISH. 


PRIPARES AMD CONDITIONS SHOES FOR =2 GLOSS Fimge 
War Base and Gloss Finish are formulated to produce 
the highest quality window shine when used together 


Saves money 3 ways: 
Eliminates costly time consuming, hand-rubbing thus 
saving hours of polishing time per pair. 


Eliminates mark-down losses because ESQUIRE 
WINDOW SHINE wipes off easily, leaving shoes as sale- 
able as new. 


Eliminates mark-down losses due to fading and soiling. 


NO OTHER METHOD OR PRODUCT GIVES YOU 
ALL THESE ADVANTAGES: 


Revolutionary new ESQUIRE WINDOW SHINE sprays on 
in 2 easy steps... first, #1 WAX BASE... then #2 GLOSS 
FINISH. Dries almost instantly, smooth and streak-free, with 
a beautiful high-lustre or soft mellow finish, as desired. No 
hand-rubbing necessary! 


el eh} 
FINISH 


FMSHES SHOES TO A BEAUTIFUL WINDOW SHIM 
fia Base and Gloss Finish are formulated to produce 
the highest quality window shine when used together 





#1 WAX BASE conditions the leather — fills in, levels, 
smooths porous areas and normal imperfections (often ac- 
centuated by “single application” sprays). Over this wax 
base, #2 GLOSS FINISH gives a magnificent window shine. 


When display shoes are removed from the window, #2 
GLOSS FINISH wipes off easily with a damp cloth. Then a 
light buffing with a dry cloth, AND YOUR SHOES ARE 
READY FOR SALE—WITH NO MARK-DOWN, NO 
LOSSES. (No need to use harsh solvents and other chem- 
icals which damage the natural finish and color of leather.) 


ESQUIRE WINDOW SHINE gives effective protection 
against light, heat, fading, soiling in the window; can be used 
on all colors of leather (light or dark) and on plastic heels! 


Shoes treated with ESQUIRE WINDOW SHINE never lose 
their original lustre while on display. They retain consumer 
appeal no matter how long you keep them in the window. 


GET THIS GREAT NEW ESQUIRE TIME-AND-WORK SAVER FROM YOUR SUPPLIER TODAY! 
Product of KNOMARK MANUFACTURING CO., INC., BROOKLYN 11, N. Y. 
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- This boot has all the oe 
features most men want | 
an outdoor boot. . . a 


New, exclusive non-skid ‘‘Ribbed"’ soles and heels. 


© Acme’s new, approved last for com- 
fortable, tireless wear. 


© Water and acid resistant, supple, 
full-grain retan uppers. 


© Firm, sweat-resistant Oak leather 
flexible insoles. 


@ Water and acid resistant leather 
Goodyear storm welting. 


@ Non-tarnishing brass eyelets and 
rawhide laces. 
© Folded leather top binding. 
@ Full gusset tongue of soft grain 
leather, sewed all the way to the top. 
@ Strong Nylon thread used in all 
fitting. 

eee @ Ankle conforming one-piece leather 
NATIONAL ee ays back-stay for extra support and extra 


MAGAZINE ADVERTISING ‘ : strange. 


® Steel shanks. 
A full page in Field & Stream, Outdoor Life and ° ° 
Sports Afield kicks off a complete advertising © Both unlined and lined boots are 


schedule of 27 ads in 1958! Sportsmen can't = ae available in two striking colors—Indian 
miss the story! bo Brown and Natural Retan. 


Window and counter displays, newspaper mats, : © Lined boots feature plump, full-grain 
radio copy and television slides to help you tell glove leather lining in both foot and 


em and sell ‘em on your store as headquarters top. 
for the greatest outdoor boot value in America! : 
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TO RETAIL AT 


5319.95 
gull 13 —_ 


LINED BOOTS—$15.95; COST TO YOU—$9.60 


: 


ae Seen 


en 3 
elite tein te tk eI 








Only the world’s 
largest bootmakers 
could make this 
possible! 








ACME BOOT CO., Inc, (ASO MAKERS OF COWBOY BOOTS, WELLINGTONS, 


PARADE MAJORETTE BOOTS, ENGINEER BOOTS. 
- Clarksville, Tennessee 
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HEYDAYS SHOES 


44 


If your inventory 


is heavy, have you 


asked yourself: 


7. On which lines? 
Why it is? 


3. What is being done 
about it? 





FLAP is a closed heel 

version of our #66 last. 

Thore are 30 

patterns ON THIS LAST 

in our Summer line 

alone. We recommend The Shoe with Consumer Acceptance 
only 4 of Heydays 

lasts for summer selling. 


INC. ¢ 2032 LOCUST STREET * SAINT LOUIS, MISSOURI 
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Voice of the ‘Tr: de 


FRED LAZARUS, JR., chairman of 
the board of Federated Department 
Stores, Inc., Cincinnati, Ohio, in 
answer to the question: “How can we 
find out what the customer really 
wants?” indicated: “Every good mer- 
chant has a built-in sensitivity to 


people. There is no substitute for this 
sensitivity. But research is adding a 
new dimension to our ability to know 
what people want and how they want 
to buy it. Here are three examples: 
“Our business is particularly fortunate 
in having, in its daily sales records, 
the kind 
that most manufacturers would give 
a fortune to get: the day-to-day record 
of what people buy and how they buy 
it. Some of the most rewarding re- 
search we can do is periodic analysis 
in depth of our sales and 
operating figures and what they mean. 
“Customer interviews . . . I prefer to 
think of them as a modern version of 
the friendly exchange between a mer- 
chant and his customers in the old- 
style family store are another 
field of research in which we have 
barely scratched the surface of learn- 
ing what customers want and need. 

“We are also just beginning to use 
research to establish the dimensions 
of our total market by categories of 
merchandise and thus to get a better 
yardstick for our own performance 


of research raw material 


own 
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than any government index. 

“We will be well advised to sharpen 
our sensitivity to our customers 
through these research methods and 
others, keeping constantly aware of 
what goods . . 


. .. our customers want.” 


. with what services 


* * * 
JOHN McGOVERN of McGovern’s in 
Chester, Pa. says: “Though men may 
not be impulsive shoppers to the same 
extent that women are, the appeal of 
attractive footwear is increasing all 
the time. We can wholeheartedly say 
that men share the same interest in 
the shoe that’s new, that has some- 
thing different to offer than the last 
pair that was purchased. 
“Men, as a general rule, do not buy 
their shoes first and then complete an 
outfit; but it is true that the way 
shoes look on a man’s feet is becom- 
ing more important all the time. Shoes 
tend to highlight an outfit, whether 
it is dress, casual or sport. To men, 
good shoes always mean comfort and 
fit and the plus qualities of style. 
“It took a long time for men to veer 
away from the solid, heavy-looking 
styles. Men are now willing to accept 
the new ideas in shoes—the new in 
styles, colors and leathers. Now it is 
up to the retailer to make certain he 
gets some of the business that the new- 
in-shoes has created.” 


© “Parking is an important considera- 
tion today, in all types of retailing,” 
says CHARLES H. FISH, partner in 
the C. H. Fish Shoe Company of 
Seekonk, Mass. “It is almost manda- 
tory for all of us to explore this 
matter carefully and adjust to the 
public’s demand for store-front park- 
ing. We are located some four or five 
miles from the major downtown Provi- 
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dence center and a short distance 
from the East Providence shopping 
center. Often times our customers say 
that we are located too far out. But 
when I remind them that they can 
drive right to the door; that parking 
is unlimited and ‘for free’, they 
acknowledge that it means more to 
them than a downtown location. 
“Actually, people can get to our store 
just as quickly as when we were 
located downtown. They don’t have to 
pay any parking lot fee or parking 
meter fee and they don’t have to 
walk. 

“The important thing is to recognize 
these trends and go along with them. 
I started in business for myself in 
1928 in Middleboro, Mass. and in 
1934 opened the downtown Provi- 
dence store. I could see then that the 
parking restrictions were affecting 
retail buying, so I closed out the 
downtown and that 


business with this suburban store.” 


store merged 


It is always a challenge to step into 
a pair of shoes that have made and 
left an important mark on an indus- 
try! That’s the position in which 
ELSA B. KLINKICHT found herself, 
when her husband, Albert, died last 
year. She courageously picked 
where he left off and, as president of 
the Miller Shoe Company of Cincin- 
nati, Ohio, she is doing a fine job. She 
has a broad and comprehensive ap- 


up 


preciation of the needs of the industry 
and has an opportunity to express her 
the medium of the 


thinking via 
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MILLER FOOT DEFENDER 


house organ of the company). 


(the 


Here are some of the simple, basic 
thoughts she addressed to retailers: 
“Now is a good time to look ahead. 
Evaluate the conditions as they exist 
in your community, then plan on that 
basis. Remember, a good many shoes 
will be sold. People are not walking 
barefoot. They are buying shoes from 
somebody. Be sure to do your share 
of the business. 
“A complete stock means satisfied 
customers and profit at the end of 
the season and year, through regular 
fill-ins. Remember, missing sizes mean 
missing sales! Keep your shoes sized 
in the largest range of sizes you can 
afford to carry so you are sure to have 
something to put on your customer’s 
feet when she comes to your store. 
Repeat business leads to continued 
success. 
“Cultivate your customer. See that 
your salespeople do the same. She is 
indispensable to your success.” 

* * * 
LUCIAN FRENCH, top level produc- 
tion executive at Charles Cushman 
Company in Augusta, Maine, was 
chairman of the Children’s Techni- 
cal Sessions at the recent N.S.M.A. 
Factory Management Conference in 
Cincinnati. “Sputnik Sessions,” as 
they were called, were the important 
feature of these meetings and Mr. 
French indicated: “We asked the dele- 
gates to launch what might be called 
‘Idea Satellites. These consisted of 
new, functional ideas that have been 
tried and successfully put to work .. . 
or new ideas they would like to see 
tried and made to work in shoe fac- 
lory operations.” 
“There is not nearly enough point-of- 
sale material for the retailer,’ says 
FRANK CALUORI of Caluori’s in 
East Greenwich, R. I. “Manufacturers 
do a good job with advertising, it is 
true; but shoes are sold at the fitting 
stool. When I say point-of-sale 
material, I mean information about the 
style, silhouette and leather or ma- 
terial of a particular shoe. 
“What we need, too, is data around 
which we can build a complete win- 
dow display, featuring either a par- 
ticular shoe or a line.” 
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Proftile.... 


by ESTELLE G. ANDERSON 








National Shoe Stores' top management quartet, left to 
right: Fred Siegel, Irving Siegel, Louis Fried and Mac Siegel. 


HE end product is as good as the sum total of the ingredients that 

go into its make up. That’s a simple formula! And the extent to 

which management’s skills, knowledge, experience, foresight and 
acumen are applied to a business is a direct ratio to the success of that 
organization. 

To prove the point! There is a quartet of gentlemen that has applied 
the above success formula, plus the ingredient “heart” and has come up 
with a “ringing” success . . . along 300 miles of the Eastern Seaboard, 
from Jamestown, New York, to Baltimore, Maryland. Within the past 35 
years, these four men have parlayed one family shoe store into 150. They 
have given employment to some 900 people and have given the consumers 
what they want . . . good value at a price they can afford to pay. They 
have made the jingle: “National Shoes Ring The Bell’’ a household slogan 
and have profitably rung the cash registers in all of their stores. 

Joseph Siegel, founder of National Shoes, was interested in shoes long 
before the chain started. Back some fifty years ago, he was in the business 
of buying up bankrupt stores, or stores going out of business. Frequently, 
he would continue to operate the stores on a short-term basis; and if they 
proved to be good, as to location and sales potential, he would lease the 
store. Mrs. Siegel would tend the store, while Joseph Siegel spent the 
best part of the day in the wholesale business and the evening in the retail 
business . . . transferring shoes from one store to the other. He changed 
consumers’ buying habits! In those days, customers were accustomed to 
haggling over price; but they knew that with Mr. Siegel it was “strictly one 
price” and he wouldn’t deviate one penny. 

The National Shoe Stores chain started in 1923, when Joseph Siegel 
acquired the National Shoe Market store in Newark, New Jersey. Inci- 
dentally, it is still in profitable existence. 

As we mentioned above, there are four gentlemen who are responsible 
for the successful operation of National Shoes, now one of America’s 
largest independent shoe chains, They are: Louis Fried, president and 
director. He is the son-in-law of the late Joseph Siegel. He started his 
shoe career in 1908, when he was thirteen years old, as an errand boy, at 
six dollars a week. Then came ten years of clerking in different stores. 
When World War I came along, he had succeeded to the point where he 
was making $35 a week. Naturally, he gave that up and joined the navy. 
When he came out of the navy, he was offered a job in a shoe store as a 

[TURN TO PAGE 89, PLEASE] 
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Style. Practicability 
Features in New Golf Shoe... 


HIS Pattern Portrait brings an old favorite 

into the promotional spotlight in a com- 

pletely new role. It’s Kangaroo leather, long 
accepted for athletic and comfort shoes because of 
its strength, lightness and flexibility and be- 
cause it is so easy on the foot. 

Now, Kangaroo brings a new fashion touch and 
surface interest to the important trimmed golf 
shoe. The qualities of strength and softness which 
have made it so popular in other types are par- 


ticularly well adapted to this wing tip, trimmed, 


five eyelet blucher with heavy sole, wide extensions 
and welted heel seat. Uppers assume new impor- 
tance. While extremely light in weight, they are 
boldly detailed in the best traditions of golf shoe 
design. 

Kangaroo’s other characteristics of porosity and 
coolness, and the ease with which this leather can 
be cleaned and polished, are additional features 
much to be desired in good golf shoes. 


For name of manufacturer write BOOT AND SHOE 
RECORDER. 








T-strap combining satin 
and suede for late after- 
noon wear. 


One-eyelet tie in fine 
shrunken grain leather, 
attractive in one of the 
new Harvest colors. 








Spectator pump in tweed 
and leather on a stacked 
leather keg heel. the 
leather picking up one 
of the tweed colors. 
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Two-way nap leather for 
this ghillie tie on low 
wedge heel and ribbed 
crepe sole. 
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Call it Fifth, call it Transition, or any name you like, just 
so long as you are thinking of the summer days when the 
first attractiveness of summer shoes has worn off 

but it is much to early for real fall styles. 


by ELEANOR M. RUTTY 
DRAWINGS by Elly Norden 


HIS Transition Season—which the ready-to- 

wear industry has been talking about and pro- 

moting for several years now—what does it 
mean to the shoe industry? What more can it mean 
if looked on as a serious selling reason and a stimu- 
lant to business after the rush of summer selling and 
before the real fall business starts? Has it really a 
place in our industry or is it just an attempt at some- 
thing which will do little more than get off the ground, 
flutter, splutter, sigh and fall to the ground again? 

Like so many style ideas the transition shoe can 
be just as good as you are willing to make it. We 
are no believer in rushing the seasons—putting white 
shoes on sale, sometimes in June, and clearing out 
summer stocks in the ready-to-wear department be- 
fore most women have had time to think about sum- 
mer wardrobes. But we can see that it is good busi- 
ness to offer something new and different to women 
who have bought their whites and brights and lights 
early and worn them continously for two months, or 
perhaps longer depending upon where they live. 

One sure way to stimulate sales is to persuade 
women that it is time to “freshen up their ward- 
robes”; to “take a new look at themselves”; to make 
a “New You” of themselves. These are old promo- 
tion angles, tried and true, but they could very 
quickly draw women into your store to see new styles, 
leathers, fabrics, colors and heels. 

What are the styles that you will have to show your 
customers in late June and July? They must be shoes 
that will freshen up her summer wardrobe and look 
right with her darker but summer weight transition 
clothes. It’s easy to pick the styles when you think 
of the season. These transition shoes must be soft 
and light and cool—cool on the feet and to the eyes. 

Such a shoe may be in leather or in fabric or a 
combination of the two materials. It may be in black, 
but more often this year in color. It may be a pump— 
closed or open; a one or two-eyelet tie or a ghillie; a 
T or an instep strap. It will often be on a lowered 
heel, even down to 15/8 and it will often be on a 

[CONTINUED ON PAGE 82], 


Reptile in one of the 
warm new Harvest 
tones or a new 
blue or green T-strap 
with open back and 


shanks. 


Elegant dull matte 
leather with matching 
black patent leather 
outlining the high 
tongue, accented by a 
metal buckle. 


Silk print, rich red 
flower on black back- 
ground as a transition 
style to carry over 
from summer prints. 


Closed pump in highly 
polished calf or kid- 
skin, vamp cuteuts to 
give light, cool look. 
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The variety of shoe polishes and 
dressings available to the consumer is truly 
remarkable. Not only have our manufac- 
turers developed specialty treatments for 

pi ; practically every leather, color and sur- 
& face, but have designed special containers 
’ and applicators for their clean, simple and 

esaquine ‘ correct use. Manufacturers recognize that 
lano : good promotion and display are essential 
§ to polish sales and do an excellent job in 

packaging individual items, shine stands 

and other kits containing multiple items. 
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How to Sell 


More Shoe Dressings . . - 





UGGESTION and display are two keys to successful 

mercandising and selling of shoe polish, according to 

PHIL ROLLNICK of ROLLNICK’S SHOES, inde- 
pendent chain shoe retailers with stores in Colorado, Wyo- 
ming, Idaho and Utah. Rollnick’s is one of the largest 
retailers of shoe polish in the Mountain States area. 

“You can sum it up in three words—Show More Polish,” 
Mr. Rollnick said. “In the first place, concentrate on one 
line and make sure it’s a well-accepted brand name.” 

Shoe polish displays, emphasizing novel shoe polish ideas, 
are arranged at the front of each Rollnick store where cus- 
tomers, buying other co-ordinates, such as hose and bags, 
are given the “full exposure” treatment. Customers stand 
at this exhibit, made as attractive as a shoe display. as they 
wait for parcels and change. If the salesman has not already 
sold the customer on a polish purchase, often the client 
treats the display as a “self-service” shelf and asks to buy 
polish. 

Polish is ordinarily shown by a Rollnick shoe store sales- 
man at the fitting stool; it is not pushed too hard if a cus- 
tomer is being sold a purse or hose, but the salesman still 
suggests polish. As Robert Vestal, Jr., manager of Roll- 
nick’s Aurora, Colo., store, says, “You have to do more than 
suggest, you have to get the polish and show it to the cus- 
tomer.” 

Polish, according to Mr. Rollnick, is also treated as an 
impulse item, just as toothpaste is in a drugstore. Salesmen 
must remember that every woman has shoe polish on her 
shelves at home, so her sense of curiosity must be stimu- 
lated; she must be shown something different from what she 

[CONTINUED ON PAGE 71] 


Well displayed and vigorously promoted shoe polishes 
and dressings boost volume and contribute worthwhile 
profits. Proper shoe care creates an appreciation for good 
shoes and builds prestige for the dealer who takes the 


time to instruct the customer in it. 


Here’s a round-up of merchandising and display ideas 


that are building polish sales for dealers. 


Above: Famous Barr, St. Louis, uses a neat effective display 
for selling shoe dressings. It is in the customers’ full view as 
they approach the shoe repair counter which adjoins the main 
shoe department. 


Right: Children’s Bootery, Studio City, California, finds shoe 
polish sales boost volume and profit figures. This attractive 
display is at the back of their wrapping counter. 


Right: Rollnick’s, independent shoe chain in Colorado, Wyo- 
ming, Idaho and Utah, believes that “to sell more shoe polishes 
you must show more shoe polishes.” This eye-catching up front 
display in the Aurora, Colorado, store features a wide variety 
of polishes and dressings. 

















































SHOE CLINIC 


Bios REPAIRED AND CLEANED WHILE You Warr 








More on Turnover 


SPECIALIZED SELLING 
Will Solve the Problem .. . 


EDITOR’S NOTE 


WILLIAM BURSTON 


R. ROY ST. JEAN’S article 

in the January 15 RecorDER 

made some telling points. 
Perhaps I was unfair to compare 
women’s shoes with women’s dresses 
and, because women’s dresses turn in 
more profit per dollar of inventory 
invested, wish to see women’s shoes 
do likewise. 

Yet I’m still not convinced that be- 
cause you have a sizing problem in 
shoes—including widths and heights 
of heel—the objective shouldn’t be 
more turnover. If women’s shoes— 
all shoes—are profitable, and they 
definitely are, what’s wrong with pro- 
posing that they be made even more 
profitable ? 

The fact that the industry charges 
one price for stock merchandise and 
another price for order merchandise 
is evidence to me that some manufac- 
turers appreciate the impact of turn- 
ever on profit and this is their way 


Or, that 


retailers want turnover and are pre- 


of encouraging it. rather, 


pared to pay for it. 
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This second article by William Burston continues a discus- 


sion of the important subject, Turnover, started in his provoca- 
tive feature, ““The Problem Is Better Turnover,” BOOT AND 
SHOE RECORDER, November 15, 1957. In the January 15th 
issue of the RECORDER, Roy St. Jean, Manager, Market and 


Sales Analysis, Brown Shoe Company, presented a summary 


in answer to Mr. Burston’s original criticism of the slow rate 


of turnover experienced in shoe departments. In this article 


Mr. Burston replies and suggests several ways turnover can 


be speeded. His opinions are worthy of careful consideration. 


says WILLIAM BURSTON 
Manager, Merchandising Division N.R.M.A., New York, New York 


But let me add, frequently these “in 
stock” 
derestimate the potentialities of cer- 


manufacturers themselves un- 


tain styles and with the best will in 
the world find themselves out of stock 
just when the retailer is relying on 
them for quick delivery. 

The hypothetical figures Mr. St. 
Jean adduces to answer me are perti- 
nent. Women’s shoes will turn in 
$2,700 more dollar profit at the end 
of the year, but you’ve got to tie up 
$47,600 in $22,520. 
Whereas in dresses, you need invest 
only one third of that amount, $15,600 
to earn $19,820. 

The dollar return on investment in 
women’s shoes (using Mr. St. Jean’s 


stock to earn 


figures) is 47 per cent. But in women’s 


dresses it’s 127 per cent. Turnover 
does it. 

All departments can’t be equally 
profitable, of course. Women’s shoes, 
But I also 
repeat, what’s wrong with trying to 
make them even more _ profitable? 


And therefore seek—-somehow, some 


I repeat, are profitable. 


way—more turnover. 


But women’s shoes are women’s 
shoes; they have slow turnover; that’s 
that. Is this the industry’s position? 
Do I take it, the industry won't try 
for more turnover? 

I say, turnover is the most impor- 
tant criterion in the manufacture of 
profit. Hence we must try to do some- 
thing about it. 

A friend in the shoe business has 
a sure answer. “I studied where my 
business was being done,” he said. 
“IT found that 80 per cent of my busi- 
ness was being done in 20 per cent 
of my styles. I cut out the other 
styles, carried the 20 per cent in 
greater depth and raised my volume.” 

I wouldn’t recommend such drastic 
action. My friend is a good judge 
But suppose he makes a 
Va- 


riety makes sales, not over-rigid con- 


of styles. 
mistake or a series of mistakes? 


centration. 

I hold no brief for the retailer who 
just refuses to see the plainest facts 
before him. Conscious as I have been 
lately of shoes, I’ve been watching 

[CONTINUED ON PAGE 83] 


Boot and Shoe Recorder 





This striking front has proven a real traffic stopper for Burt’s Shoes Ltd.’s new store in the 
Greater Hamilton Shopping Center, Hamilton, Ont. The large display window on the left 





sweeps in along one side and across the back of the entrance. The door opens on the side 
between the two windows. 


Dramatic Interior 


For Shopping Center Store 


Burt’s Shoes Limited, Hamilton, Ontario, follows the rapid eastward 
expansion of retail trade. New store is both functional and ultra smart. 


IL paintings lend an air of 


elegance to the salon at- 

mosphere at the new store of 

Burt’s Shoes Limited in the Greater 

Hamilton Shopping Center, Hamilton, 
Ontario. 

This is the firm’s first venture into 

a modern shopping center. It is the 

fourth established 

here about Otto 

Guenther, head of the company, said 


the rapid expansion of Hamilton’s re- 


store in a chain 


seven years ago. 


tail trade eastward prompted the deci- 
sion to open a store in the new center. 

Located directly across from the 
entrance to The Mall in the new plaza, 
the store features an interior that is 
dramatic and ultra smart in appear- 
ance, and at the same time highly 
functional. 

Walls are finished in white with 
deep autumn brown trim, while panels 


at one side are in pale gray. Display 


fixtures consisting of double tier 
shelves with brass supports get in- 
dividual illumination from drop spots. 

Shadow box displays with indirect 
lighting are built into the walls along 


the side and at the rear of the store. 


back- 


drops which permit a wide variety of 


These boxes have pegboard 
display effects. 

Upholstered chairs line the walls of 
the store, leaving the central area un- 
obstructed for the movement of traffic. 


| CONTINUED ON PAGE 86] 


Below: Locating of all chairs along walls leaves the central floor area 
uncluttered. Chairs along one wall are covered in green fabric, along the 


opposite wall in beige. 
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Whats In A Shoe 








And How To 














Typical styles in leather welting, top to 
bottom: Fine Striped Zebra, Stout Storm- 
welt, Natural Doubledeck, Stitched Re- 
versed, Stoutedge, Natural Stormwelt, all 
from Barbour Welting Company. 


ELTING is a component 

used in nearly 200 million 

pairs of shoes a year—or in 
approximately 33 per cent of all shoes 
produced. The shoe industry uses 
around 180 million yards of welting 
a year (about a yard of welting is 
used in a pair of shoes.) 

All Goodyear Welt shoes (about 
125 million pairs) use welting. Most 
Stitchdown shoes (about 60 million 
pairs) use welting. In addition, welt- 
ing is sometimes used with other shoe 
constructions (cements, nailed, slip- 
lasted, silhouwelt, etc.) for decoration. 

But what purposes does welting 
serve in the shoe? What special ad- 
vantages or appeals does it give to a 
shoe? And how can the retail shoe 
salesman merchandise these features 
to the customer in the selling process? 

Welting, basically, is a narrow strip 
of material (leather or plastic) that 
fits around the edge or seam of the 


shoe between the outsole and upper. 
It averages about a half inch wide 
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Typical plastic welting, top to bottom: 
Top Stitch, Side Stitch, Antique Notched. 
High Wall Doubledecker, Triplestitched, 
all from Wright Batchelder Corporation. 


and an eighth inch thick. 

Sometimes you see it, and some- 
times you don’t —depending upon 
what kind of welting it is. For ex- 
ample, if it’s “flat” welting (and about 
80 per cent of all welting is), it’s not 
usually visible to the inexperienced 
eye. Flat welting is strictly functional, 
a built-in part of the Goodyear Welt 
shoe construction. 


‘ 


However, if it’s “specialty” welting, 
then it becomes a decorative or orna- 
mental feature of the shoe that’s visi- 
ble. Specialty welting can be used 
either for ornamental purposes alone, 
or for ornamental and functional pur- 
poses combined—depending upon the 
shoe construction. 

Thus, weliing can be either a styl- 
ing or functional item, or both com- 
bined, in a shoe. Structurally, it can 
mean a great deal to the shoe, and 
thus has real significance from the 
customer’s standpoint—provided the 
salesman points out the essential fea- 
tures of welting. 


Structural Use of Welting 


The commercial use of welting 
came into being about 80 years ago 








Top and center, method of attaching 
welting to Goodyear welt shoe. The 
other illustration shows the application 
of a shankpiece. 


when the Goodyear Welt shoe con- 
struction was introduced on a com- 
mercial scale. The use of the welt 
strip was, and is, an important part 
of this construction, which represents 
one of the soundest of all the shoe- 
making processes (there are about 900 
known ways to make a shoe) ever 
introduced, However, use of a leather 
strip (or welting) can be traced back 
hundreds of years in some kinds of 
hand-made shoes. 

The Geodyear Welt process is used 
in virtually all men’s shoes, in many 
juvenile shoes, and in some women’s. 

Now, the Goodyear Welt shoe has 
three “layers” beneath the foot: (1) 
the insole (directly against the foot) ; 
(2) the middle layer is composed of a 
“filler” material in the center—and 
the strip of welting around the edge; 
(3) the outsole. 

The welting is the component that 
holds all these units together and gives 
the Goodyear Welt shoe much of its 
intactness and structural strength. 
And the “secret” is simply this: the 


Boot and Shoe Recorder 





oe 











WELTING 


Sometimes you see it and sometimes you don’t—but it’s there and it’s 


important. When the customer is told about welting and what it does for 


the shoe, he has a better appreciation of the shoe’s value. 





Another group of specialty welting, top to 
bottom: Prestitched Beadwelt, Wheeled 
(for Silhouwelt construction), Fine Bead- 
welt for Silhouwelt, Split Reverse, Double 
Beadwelt (no mid-sole), Plain Beadwelt, 
all from L. Farber Welting Company. 


insole is attached to the welting by 
an inseam; and the outsole is attached 
to the welting by an outseam, Thus 
the shoe is sewn together from the 
top down and from the bottom up— 
and the pivot of this structural design 
is the welting, the “joiner” of the 
complete unit. 

What you now have is a structural- 
ly intact shoe that offers maximum 
protection and comfort to the foot in 
walking, and a shoe that holds its 
shape excellently with wear. For this 
reason the Goodyear Welt shoe has 
retained its popularity for nearly a 
century. 

Welting is also an important part 
of the Stitchdown shoe construction— 
though it isn’t as integral a part of the 
construction as it is with the Good- 
year Welt. Shoe making experts say 
that a Stitchdown using a welt is a 
better shoe than a Stitchdown without 
a welt. In the Stitchdown process, the 


March 15, 1958 


by WILLIAM A. ROSSI 


welt can be either a structural part of 
the shoe, or a styling element, or both. 
In the case of the Goodyear Welt, 
however, it is a vital part of the con- 
struction. 


Types of Welting 
Of the approximately 180 million 
yards of welting used yearly, it’s 
estimated that about 135 million yards 
dO 


plastic, and the small remainder of 


are made of leather. million of 


paper - composition or impregnated 
fibre (the latter used in cheap shoes). 

Welting comes in long reels that 
are fed into a machine and then onto 
the shoe. Much ingenious research 
and machinery development is behind 
the present-day equipment and meth- 
ods used in shoe factories to apply 
welting swiftly and accurately to 
shoes. 

In the great majority of shoes, the 
strip of welting is applied around the 
edge of the whole shank and forepart 
of the shoe. It starts at the heel breast 
on one side, ends at the heel breast 
on the other side. In some types of 
shoes it may extend around the heel 
as well. For example, in some types 
of men’s broguish shoes with an ex- 
tension heel; or in infants’ welt shoes 
with a spring heel. 

Welting comes in somewhat stand- 
ardized sizes, depending upon its in- 
tended use. For men’s shoes it will 
run from 13/32 to %4 of an inch in 


The 


shoes with close-edged soles, the wider 


width. narrow widths are for 
widths for extension soles. For wo- 
men’s shoes the welting widths range 
from 5/16 to %% of an inch. For chil- 
dren’s it ranges from 7/16 to 14 of 
an inch wide. Those measurements 
apply to Goodyear Welt shoes. Welt- 


ing for Stitchdown shoes is narrower 





Application of flat (above) and specialty 
(below) welting in Goodyear welt shoe 
construction. 


—about 6/32 of an inch wide. This 
is because the welting doesn’t have to 
extend as far inside the shoe toward 
the ball, but is largely along the top- 
outside edge of the sole. This nar- 
rower welting width is used on prac- 
tically all shoes where the welting is 
for decorative rather than functional 
purpose. 

We've already mentioned that the 
large majority of welting today is 
leather. However, an appreciable 
minority portion is comprised of plas- 
tic, which is actually polyvinylchloride 
Plastic 
welting was launched commercially 
right after World War II, though de- 
velopment work was in process in 
1940. 

For about a half century after welt- 


or better known as_ vinyl. 


ing became an important shoe com- 
ponent (because of the Goodyear Welt 
shoe), it was used strictly as a func- 
That is, 
that was simply a part of the shoe’s 
But over the past 30 


tional item. “flat” welting 
engineering. 
years, welting has risen to an impor- 
tant level in shoe styling. “Style” 
6 


welting is called “specialty” welting 


[CONTINUED ON PAGE 72] 
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City Merchandising 


Pays Off In Small ‘Town . . 


and personnel to cope with large city competition.” 


66 OO often the small town merchant takes a small 
town attitude,” says Bob Buster, owner and 
manager of Bob’s Shoes in Levelland, Texas. 

“I find it necessary to use a large city attitude in such 

matters as window trim, looks of the store, merchandising, 


Mr. Buster has proven his theory correct by his record 
of a constant increase over the period of operation of his 
store. His competition comes from the city of Lubbock, 
Texas, which is 30 miles east of the 8500 population of 
Levelland. Lubbock has over 100,000 residents. 

This successful dealer does not consider he has competi- 
tion from the merchants in his own town. As an illustra- 
tion he mentions a request for a particular type of shoe 
which he did not have in stock in the size needed. Mr. 
Buster got on the phone and called the other stores. He 
feels it is to the advantage of all the dealers to keep the 
business in Levelland. 

In such cases customers express appreciation for the 
courtesy and the practice is a goodwill builder. 

Personalized service to the customer is one of the suc- 
cess factors in the progress of the store. Mr. Buster’s ex- 


Bob Buster, owner and manager of Bob’s Shoes, Level- 


land, Texas, with a child’s foot builder. 
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Left: Interior of the store. A large hidden stock area is 
available and the ample additional stock makes it pos- 
sible to keep a well-balanced inventory. 


perience shows that people still want individual personal- 
ized selling. The staff at Bob’s Shoes is trained to work 
from this angle instead of on the principle of how fast 
they can get the customer out of the store. 

The owner says: “In our store it isn’t important to us 
who makes the ticket and how many sales a certain sales- 
person makes. What we are concerned with is that each 
customer be satisfied. My years in the shoe business have 
shown me that a customer hard to please or hard to fit 
will become one of your best customers if you take time 
to service him and sell him.” 

The trainee program at Bob’s Shoes includes showing 
the salesperson how to meet the public with the attitude 
of being in the store to aid the customer. Training in shoe 
fitting is provided by supervision of the fitting of shoes 
the first few months of training. The trainee is taught to 
ask the customer’s premission to have Mr. Buster check 
the final fitting before the customer leaves the store—to 
make sure the fit is correct. 

A thorough understanding of the merchandise is es- 
sential in the trainee program. The construction of the 
shoe and the materials that go into it are studied. Litera- 
ture from manufacturers’ sources and various recognized 
orthopedic sources that provide information on fitting and 
construction, is secured and kept on hand for the trainee. 

In keeping with his large city attitude Mr. Buster be- 
lieves in operating with the maximum amount of inventory 
compatible with the desired rate of inventory term. An 
ample hidden stock area makes this possible. 

Proper window display and interior display attention 
are emphasized at Bob’s Shoes. The effort here is to try 

{| CONTINUED ON PAGE 86] 


Large city ideas are needed in a small 
town to cope with big city competition 


by FRIEDA ano SAMUEL HYATT 


Below: The shoe fitting section. Mr. Buster makes use of 
foliage in decoration to go with seasonal backgrounds. 
Right: Exterior of store. Windows permit a full view of 
the entire interior. 








Proper window and interior display is emphasized. The 
effort is to bring out variations, not only seasonal but 
also in shoe categories. 


Trainees are taught to ask the customer’s permission to 
have Mr. Buster check the final fit before the customer 
leaves the store. 








Another Acrobat First! 


Stitch and turn construction, offered for the first | winners at once. Over 4,000,000 mothers are 
time, in boys’ shoes. A terrific item in Men’s _ readimg about them in Good Housekeeping 
Shoes, these new shoes like Dad’s are already _ magazine. Tie your store to this campaign and 
in the big volume bracket. to the Good Housekeeping seal. 

Get in on these big profit builders and volume _ Priced to retail profitably at $7.95 and $8.95. 


cane oe Stfunp > 
a poh by > 
Good Housekeeping 
02 45 apveanst0 it 
SHOES FOR BOYS AND GIRLS 
You can count on Acrobat Shoe Company ¥ Division of General Shoe Corporation ® Nashville 3, Tenn. 
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by BILL ROSSI, Field Editor 











Price-cutt 


While the price-cutter has always been unpopular, we may 


find that the reason is more emotional than rational. 


HE practice of price-cutting in shoe business, as 

in any other business, has always been looked upon 

with something ranging from distaste to disgust. 
It invariably inspires cries of “unethical” and “unfair” 
from the injured. And the injured, of course, are usually 
the price-cutter’s competitors, not the consumers. 

Well, it’s time to take a deep, inside look at pricing 
policies. The whole issue boils down to a single question: 
Does a company or store have the right to set its own 
prices? Not only a legal right, but a moral and ethical 
right. 

The answer is an unequivocal yes. Nevertheless, while 
almost any merchant will agree with this basic position, 
the same merchant will rebel with the cry of “unfair” 
when a competitor indulges in price-cutting practices. This 
is a common contradiction found everywhere in business. 
In short, you respect the right of your competitor to set 
his own prices—but only up to the point where it doesn’t 
hurt you. At that point emotion overrules reason. 


An Evil Outgrowth 

One. of the evil outgrowths of this “domination by emo- 
tion” has been the so-called Fair Trade law. This, as has 
been demonstrated time and again, is a sheer price-fixing 
ruling. State after state has justly ruled it illegal. But it 
is also unethical and unmoral, because it prohibits expres- 
sions of rights under a free-enterprise system. It stifles 
incentives to produce or sell a product at lower prices, due 
to efficiency or other improvements, and prevents expres- 
sion of the American economic system designed to give 
the consumer the most for the least, which raises our living 
standards. 

Now, what is a “fair” price? What standards are to be 
used? And who is to judge? If one merchant operates on 
a 50 per cent markup and another on 25 per cent, which 
has the fair price? Both merchants claim their price to 
be fair, hence neither can be an impartial judge or jury. 
But what about the judgment of the consumer? And the 
manufacturer or supplier? And the law (the presumed 
spokesman for the public) ? 

Unfortunately, any merchant tends to judge the stand- 
ard of “fairness” solely or largely from his own stand- 
point. When he is injured by a competitor’s prices, then 
those prices are adjudged “unfair” and the competitor 
adjudged “unethical.” Judgment, therefore, reduces itself 
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to something emotional and personal rather than rational. 
He may “reason” that it’s impossible for the price-cutter 
to operate profitably at such low prices. But that’s for 
the competitor to judge. And the classic case in point, of 
course, is the discount house. 

Then, we come to an irony. Shoe business twice yearly 
(January and July) has its “clearance” sales. This, facing 
reality, is merely a scrubbed term for price-cutting. The 
only reason why all merchants regard this as “ethical” is 
because all merchants indulge in this price-cutting at the 
same time. The merchant who runs the same “clearances” 
in March-April or September-October is tagged either as 
crazy or a variety of colorful profanities coined for the 
price-cutter. But why is price-cutting right in one period 
and wrong in another? If something is wrong in principle, 
then it must be wrong consistently and universally. A lie 
can’t be right at one time and wrong at another. 

Let’s cite an example of these “double standards” of 
business ethics. Today we find several respected major 
department stores advertising that they will “meet any 
price” offered by a discount store. All the customer has 
to do is come in, name the item and price being offered 
by a locally named discount store, and the department 
store (having made a quick check-up) will give that cus- 
tomer the same item at the same price. 


A Double Standard 


But what happens if the customer fails to note or men- 
tion the lower prices? That customer pays the full or 
regular price for the item in the department store. Thus 
the department store operates by a double price standard 
—regular prices to some customers, cut prices to others. 
This reaches the muddy bottom of business ethics. 

Now, no manufacturer or merchant is obliged to set 
his prices in accord with competition. But every business- 
man is morally obliged to (1) give the best possible deal 
to the customer, and (2) to make a profit. Having ful- 
filled those two obligations, he is then complete captain 
of his own pricing policies. If, therefore, the price-cutter 
gives the customer a genuine value in the product, and at 
the same time makes a profit for himself, he has fulfilled 
all his business obligations—moral, ethical, legal, eco- 
nomic. And it is he, along with his customers, who alone 
has the right to determine if he is fulfilling these require- 
ments. [CONTINUED ON PAGE 87] 
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Now! Faster! Red & Ball 


Service 


The famous Red Ball sa The Snug-Up for women. 
four-buckle arctic—finest Many other styles for 
on the market. all the family. 


Fastest Fill-in Ever For Red Ball Weatherproofs 


When you need service most—during the Weatherproof Mishawaka—Phone BLackburn 5-2181 day- 
times. Nights our Electronic Secretary will 


Footwear Consuming Season—BALL-BAND is ready! Care- take your orders—Phone BLackburn 9-3706. 


fully planned inventories of RED BALL Footwear plus a New England States and Greater New 


Choi tine ad? inni York—Phone Dunham Brothers Company, 
real “spirit of service’’ on the part of our office and shipping Restiichece, Yonmuat—-Gapo Alpine O€036 


folks assure you that RED BALL Service is the best ever. Nights Phone ALpine 4-2318. 





Red Ball Footwear 


® by BALL-BAND, Mishawaka, Indiana 
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Boston Ready for 
Easter Sales Drive 


LATE February and early March 
reports by Boston shoe retailers 
found stores prepared for a busy 
but not a record Easter. Two fac- 
tors were most evident: 1. Sales 
were good when the weather was 
good. 2. Many of the independents 
were in a better position than the 
chains or department stores to 
capitalize on Easter demand. 

At Solby-Bayes on Winter St., an 
increase of 11 per cent in dollar 
volume during January was fol- 
lowed by a slow February due to 
heavy storms over the month. Clear- 
ing in early March brought forth 
renewed business with sales on 
clear days often exceeding the same 
day a year ago. The store has 
“bought” for an increase in Easter 
sales and reports the policy has 
paid dividends in terms of multiple 
sales. Dressed-up, open toes are 
moving well and demand for 
brighter spring colors has held up, 
particularly in reds and greens. 
Blue meshes are also in demand. 

Black and navy patent is a lead- 
ing seller at the Franklin Simon 
store in Chestnut Hill shopping 
center. Sales in February were 
“slightly below” last year, again 
due to bad weather, but the store 
did a “fantastic volume” on Febru- 
ary 22 during which it was open 
for the first time. Hottest item in 
the past three weeks has been a 
high, magnesium heel opera pump 
with pointed toe in black and navy. 
Fringe colors do fairly well in 
other styles—some red and blue. 
The opera pump also finds demand 
in printed fabrics. Casuals con- 
tinue to move well with crepe-soled 
flats a fast seller in this category. 
No one color is outstanding al- 
though the tans and beiges are 
most popular. 

As expected, pointed toe pumps 
in plain or multi-colors and with or 
without ornamentation are the big- 
gest items at the Kays-Newport 
store on Tremont St. Patent in 
black or blue sells equally well and 
some red and green is beginning 
to move. Again, weather remains 
the deciding factor in volume but 
some business is made up in the 
form of multiple sales. There is 
growing interest in the very slender 
high heel pumps but small heels 
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are still the leader in this group. 
In highest priced lines, pastels and 
some bright colors are moving to 
the fore, both in smooth leathers 
and printed fabrics. Textured 
leathers are attracting some in- 
terest. 

At Kennedy’s men’s shop on Sum- 
mer St., business has been below 
last February but has shown some 
pickup this month. Casuals for re- 
sort wear have been selling well 
over the winter months and they are 
beginning to move to the stay-at- 
homes. Dress shoes still need the 
spur of good weather. Brown is 
showing more life as wanted color 
but black still leads. An encourag- 
ing sign is the growing interest in 
the lighter weight shoes which give 
indication of becoming a best seller 
for spring. 


Bad Weather Blow To 
St. Louis Retailers 

SEVERE weather dealt a serious 
blow to retail shoe selling in St. 
Louis. Although the end of Febru- 
ary brought sunny skies and balmy 
temperatures, the few selling days 
could not hope to offset a very grim 
first three weeks. 

All categories suffered together. 


Blears 


do pick Young Colony’s flowers 





8. 
flat, 9.95; pump, 12.95 
Altman Voung (oleay® shora, 
third (leer 


MUrvayhi 0-7000 — FIFTH AVEQUE AT 347TH STREET Ff AND WEITE PLAINS, 


Spring flowers blossom on these smart 
young pumps aad flats at B. Altman & 
Co., New York (4 cols.) 


Stores and departments were de- 
serted. Suburban selling, which 
usually can be counted on even in 
bad weather, was reported well 
down over February of last year 
and down over January of this 
year. Heavy snow kept family cars 
in the garage instead of at the 
shopping centers. 

Indicating recession, some sub- 
urban store owners have cut down 
on personnel. Some have short- 
ened open-for-business hours. Some 
have eliminated a night or two of 
selling time. All these factors 
prove only one thing—February at 
retail was poor. For the St. Louis 
area, the January unemployment 
figure was 61 per cent higher than 
the corresponding period last year. 
Less income is translated into 
fewer pairs of shoes. 

For women, heavy promotions of 
red are paying off in a limited ex- 
tent, with volume expected to soar 
by March 15. Closed dressy pumps 
are moving, along with closed toe 
open back T-straps. Fret-work 
vamp treatments are getting favor- 
able reaction from customers, deal- 
ers say. Mid-heels are outselling 
23/8 as best coordinator with the 
chemise look, which has definitely 
caught on in St. Louis. 

Red flats and casual types still 
have their boom ahead of them. 
Teenagers are buying traditional 
saddle oxfords, principally black 
and white, over bubble types. Light- 
weight hook-and-eye oxfords, black 
with white crepe sole, are catching 
on for school wear. They are ex- 
pected to be really big by April 1 
in beige, white and red. 

Moc-toe oxfords, novelty closure 
oxfords, and penny loafers continue 
to account for most of the young 
boys’ business. Black still is fav- 
ored color. Little girls’ Easter 
preferences have not shaped up yet, 
but dealers are anticipating heav- 
iest volume in black patent pumps 
with swivel straps. 

Men’s business, which had a 
rough go in St. Louis in February, 

[ CONTINUED ON FOLLOWING PAGE] 
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was helped to some extent by sales 
of galoshes and chukka boots. 
These were bought and worn more 
for warmth than for protection, 
dealers say. Although men’s vol- 
ume was low, sales of heavy 
brogues accounted for a sizeable 
per cent of the total. 

Advertising and display of wo- 
men’s pairs has been heavy, in an 
endeavor to sell milady well before 
Easter. Red continues to be every- 
where. Downtown Swope’s used a 
sword pierced through a red velvet 
cape to call attention to its torrea- 
dor red shoe display. A_ bull- 
fighter print as background and a 
16 inch replica of Mr. Bull himself 
accessorized the display capably. 
Famous-Barr in Clayton filled a 
circular glass case with red and 
white shoes against a backdrop of 
fetching white sweaters embroid- 
ered in bright red. Even in arch 
and comfort shoe departments, red 
pairs are prominently featured. 


* % * 


Spring Selling Gets 
Underway in Chicago 

SPRING shoe selling in the Chi- 
cago area is gradually coming into 
its own—despite weeks of zero 
weather, snow storms, and prolong- 
ed icy streets. The buying pattern 
is well established. Patent is far 
out ahead, blue is active, red shows 
an accelerated surge, the brown 
family has aroused interest. The 
pump is the favored pattern, and 
practically the only one. From 
mid-March forward there will be 
stepped up promotional and adver- 
tising activity, most of it emphasiz- 
ing style shoes. 

The retail shoe business is far- 
ing reasonably well in this area. 
The handicaps of the weather seem 
to be the most serious factors in 
discouraging shopping. Unemploy- 
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ment figures are not as great in the 
Chicago region as in many other 
sectors of the country. The eco- 
nomic outlook for the remainder of 
the spring season is optimistic. In- 
ventories are about normal. Many 
retailers have had to re-order 
rather extensively on patents and 
blues, and there have been some 
shortages in browns. Downtown 
stores suffered more during the 
severe weather than did the outly- 
ing stores and shopping centers. In 
the department stores, shoes have 
held up better than other soft goods 
and sales are running about equal 
toa year ago. There has been some 
price resistance in the $18.95 and 
above groups. 

A number of red promotions were 
keyed to the special Vogue issue 
and with good results. Red has 
been doing well in practically every 
price range. Probably biggest vol- 
ume has been in the fashion chains, 
where there was a heavy demand in 
the little heel shoes. Pastel patents 
have been active in the high fash- 
ion spots—in yellows, pinks, red, 
and blues. So have the bright col- 
ored suedes, and the two-tone ef- 
fects. Prints, modified spectators, 
all-whites, neutral calfs, meshes 
have all responded to resort and 
cruise promotions. 

Pumps are almost exclusively the 
favored silhouette although some 
interest in opened up types has ap- 
peared. In the higher heels, the 
needle toe is dominant. From the 
mid-heel on down the modified tap- 


ered version leads. The T-strap is 
coming into its own as a dress shoe. 
Style promotions are being keyed to 
the chemise in apparel. 


* 2 * 


Tapered Toe Accepted 
Shape in New York 


SHOE retailing in New York 
hasn’t accelerated to any great ex- 
tent these past few weeks, but there 
has been some noticeable activity. 
This would indicate that although 
consumers may have a sufficient 
shoe wardrobe and,may not be in 
the market for multiple pairs, they 
can be motivated into buying if the 
shoes on display are smart, new and 
colorful. 

In women’s shoes, the tapered toe 
has become the accepted shape and 
consumers are buying the evening, 
tailored, dress and casual types 
with the new slim look. Patents, 
suedes, calfskin, kidskin and fab- 
rics are selling—in black, navy, 
red. Promotions highlighted the 
styles, heel heights and detailing 
that would best complement the 
new “chemise” look in women’s 
clothes ... and women are respond- 
ing with satisfactory purchases. 

Teen-agers have definite ideas 
and preferences, where their shoes 
are concerned. In a recent survey, 
taken by Gil MacDougald (versatile 
Yankee ball player) for the A. S. 
BECK SHOE COMPANY (for 
whom he works between seasons), 
they indicated: “Ballerina flats, the 
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Up in Central Park they're saying . . 


. it is so spring wherever the new black 


patents shine. But New York is not the only city where black patent is favored. 
An amusing ad with an important style message. Andrew Geller, New York (8 cols.) 
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3-Eyelet Moc Vamp 
in Black or Red Brown 


Finger Gore Slip-On 


The Volume Retailers, The Biggest Depart- a Wack or Red Beown 


ment Store Buyers, the Best Specialty Shop 
Owners have made their New ROYAL 
CADET selections!! These 5 styles Appear 
Most Often on their Orders. Are you Featur- 
ing these 5 Best Sellers? You ought to give 
each of them some thought. Remember, you 
will increase your volume with these Style 
Leaders. GOODYEAR WELTS to retail 
from $5.95 to $7.95 .. . for Little Gents, sizes 
12 to 2; Boys, sizes 214 to 6; and Young Men, 
sizes 6 to 11; in B, C, and D widths 
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5-Eyelet Plain Toe 
in White Buck or 
Dirty Buck 


Plain Toe Shu-Lok 
in Black, White Buck 
or Dirty Buck 


3-Eyelet Plain Toe 
in Black 


OVER 90 wiih si IN- STOCK FOR IMMEDIATE DELIVERY 
Royal Gee Divisi [on CHRIS LAGANAS SHOE CO., cowe., manciaeuen: 
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softer kinds of saddles and loafers 
were still the top footwear choice 
for daytime. For dates, girls pre- 
ferred shoes with ‘sensible’ medium 
or low (but tapered) heels. They 
did not like stilt heels higher than 
20/8 because they wanted shoes 
they could dance in all evening 
without foot fatigue and without 
towering over their dates. Pumps 
with closed toe and heel were over- 
whelmingly chosen over open-toe or 
sling-back types. 

“The teen-agers polled saw red 
as their favorite color. Bright 
pinks and vibrant blues came next. 
For spring, they also liked shiny 
black patent leather and tiny floral 
patterns with a gay printed lining 
to match the outside of the shoes.” 

Men’s shoe selling continues on 
an erratic basis. Some days traf- 
fic and selling are very satisfactory 
and on others it is slow and irregu- 
lar. The same can be said of the 
children’s shoe business. However, 
merchants are of the opinion that 
when some of the disturbing talk 
of recession subsides, income taxes 
are out of the way and spring and 
Easter come closer, business will 
pick up. 


Rain Washes Out 
San Francisco February 


A PROLONGED series of rain- 
storms put a bad crimp in shoe sales 
during February in San Francisco. 
Merchants did their best to counter 
the bad weather with clearance sales 
and showings of new spring models. 
These helped some but the sales fig- 
ures still ran behind last year’s. 

Several stores came out with pro- 
motions of red shoes to tie in with 
the featuring of that color in the 
February 15th issue of Vogue. 
Joseph Magnin’s playup was on 
“Fireworks” from the Mister J line 
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of Handcraft Originals of vivid red 
with t-straps, buckles or bows. 

The Emporium came out in a big 
way in both advertising and displays 
of Red-Shoe-Red, describing it as 
“young, revved-up, vibrant red, a real 
raring beauty color—spirited, happy, 
easy-to-wear and to pay you fashion 
dividends from now ’til the end of 
summer.” Ten different models were 
shown, with matching bags and 
hosiery. 

Spring showings at the Saks Fifth 
Avenue salon featured chemise 
pumps to go with the new chemise 
dresses. These pumps, with high alu- 
minum heels, are in crepe poppy 
prints and other flowered patterns. 
They also offered to make pumps to 
order to match dresses if the cus- 
tomers would supply a half yard of 
the dress material to be used in the 
shoes. 

Among spring showings at other 
stores were flowered numbers with 
red, yellow, white or black back- 
ground, most of them lightweight 
with narrow toes and slim _ heels. 
Leathers are grained, sleek, or glove 
suede, in bright shades. Byron’s has 
sleek, slim pumps with gold trimmed 
bows in red or navy calf; also black 
patent, black, navy or white peau de 
sole. Light, airy mesh numbers are 
among the models featured at the 
City of Paris. 


* * * 


Denver Reports 
Business Up 


While the rest of the 
talked and worried about a busi- 


nation 





41/\\)\ 
qc 


ging hot 
red-shoe RE D 


So Premetional werchantion, 70" only tee Snes are stewn. dpitas, Denver. (5 eats 


The shoes and “red-shoe red" are red 
in this ad for promotional merchandise. 
Fontius, Denver (5 cols.) 


ness recession the first two months 
of the year, key business indicators 
in Metropolitan Denver were going 
up. City sales tax collections were 
up around two per cent, and shoe 
retailers reported sales either over 
or equal to figures of the year be- 
fore. 

“Why wait until mid-year for an 
upturn in business?” was the ques- 
tion a number of shoe men asked. 
Weather has been mild in Denver 
for the past three months; the only 
footwear line to suffer was that of 
rubber wear in the Denver area, 
but there were volume sales in this 
line in the higher mountain areas. 
Denver does not depend upon a 
manufacturing income, so employ- 
ment has not dropped here. It de- 
pends upon the stable farming, 
ranching, oil, mineral and office 
clientele. Shoe retailers in the 
Colorado Springs area said that 
their city is showing an amazing 
spiral in economic and population 
growth and that this is reflected in 
shoe sales. On the western slope 
of the Rockies, Gunnison, Grand 
Junction and other Colorado cities 
said that business indicators show 
little sign of recession and that the 
rest of 1958 looms as “a big busi- 
ness year.” 

With weather through February 
dry and in the 50’s to 70’s, spring 
shoes were selling well, especially 
in men’s and women’s lines. Chil- 
dren’s shoes were selling mainly in 
staples, but the big Easter promo- 
tions for children’s shoes started 
in early March. School children 
were buying canvas oxfords in red, 
navy, white and chino and saddle 
shoes without the Ivy League 
buckle, which is definitely going 
out of the picture here. Teeners 
and vacationers are buying Ber- 
muda mocs fashioned on narrow 
lines, handsewn, and in black and 
red grained leather or peanut shell 
doodle buck. Ripple soles are fav- 
orites. In dresswear, both children 
and teeners are buying patents, the 
latter choosing little low heels on 
narrow pumps. 

Red is the big color for spring 
next to black patent, according to 
a survey of both fashion and me- 
dium-priced retailers. While closed 
pumps are most important in both 
black patent and in red calf, the 
pumps usually must have some de- 

[CONTINUED ON PAGE 89] 
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RED kid... RED Vodelle... RED Mirage...RED Colt 
..-RED Sterling Patent...RED Maracain...RED 
Caravan...RED Bolero...RED Fresco...RED Polka 
... RED Stardust... RED Lining... RED Calf... 


COMANCHE RED for flats and little heels... 
ENCORE RED for fashion... 
DAMASK ROSE for safe promotion. 
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1 VITA-TEMPERED 
shanks prevent 
twisting, allow 
maximum steel under 








heel for better 
shoemaking 








; 3 VITA-TEMPERED 


shanks preserve 





stylish contours 
through perfect 
fitting from ball 
line to heel. 













VITA-TEMPERED 
shanks protect 

against “run under” 
and broken 
Louis flaps. 













TTA-TEMPERED 
anks provide proper 
support and correct 

shoe tread. 










Graceful, tapering lines and smooth, molded surfaces add 
to perfect bottom character . . . the built in eye appeal and 
buy appeal that demands a perfectly fitted shank. 















When using United Shanks you'll find they’re all perfect 
Bgardiess of the production run. Each master model is carefully 
“hand tailored”’ to fit your original last. Every line and curve 
is exactly followed and faithfully shaped in steel ... viTA-TEMPERED 
steel that builds solid strength and permanent bottom 
character into every pair of shoes. Check with your 
United representative for the proper selection of your 
VITA-TEMPERED steel shanks...once fitted they’re always perfect. 


















Have your shank fitting schedule surveyed by a specialist ... 






make arrangements with your United Representative. 







VITA-TEMPERED STEEL SHANKS 






United SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 






Chicago 


FALL shoe trends continue to forge ahead in the Chicago 
area. Spring shoe production, except for last minute re- 
runs and fill-ins, is about wiped off the slate. 

Business in this area has been hampered for some weeks 
by severe winter weather. However, retail shoe selling has 
held its own. Inventories are healthy, and there has been 
a good steady flow of re-orders. 

There was a sudden surge of second buying for pre- 
Easter delivery. This included re-orders on best selling 
patterns, fill-ins on categories in which retailers found 
themselves short. There was also good response to new 
patterns added to the lines. In fact, new additions put 
into lines frequently during the season are proving a good 
stimulus to extra business. 

This is also the wind-up period in shipment of whites, 
pastels, meshes, and other summer and late spring shoes. 
The early Easter means that the bulk of spring business 
will come in March. Most retailers plan to kick off their 
light colors and post-Easter shoes early. Therefore, they 
are pressing for early delivery. 

Here are some of the style factors that will show up in 
some of the new fall lines: The mid-heel is fast coming 
to the fore as to style detail. This is distinct from just 
another height on an established silhouette. There has 
long been a demand by women for high style shoes on 
moderate heel heights. There has been ready acceptance 
of those brought out the past few seasons. Now, manu- 
facturers finally see this as a rich market and are respond- 
ing. Needle toes are going into the lower heels, concen- 
trating especially in the 15, 14, and 13/8’s range. As a 
matter ef fact, some needle toe lasts are drifting all the 
way down to 4/8’s. The new selection includes pencil 
thins, kegs, extreme Louis, various versions in light weight 
wood Cubans, and a variety of stacked heels. The latter 
are being used effectively with heel lifts to match sole 
color and material. Many fashion accounts now divide 
orders equally between high and mid-heel heights, a con- 
siderable departure from a few seasons ago. 

The needle toe continues to appear, although it still has 
not taken over completely in the volume selling fields. 
These quarters, however, show a growing acceptance of 
the more moderate tapered toe. This will remain the cen- 
tral core of the volume shoe bracket for some time to 
come, it is believed. High fashion accounts buy the needle 
toe almost exclusively. The middle run stores still resist 
it. with as much as 60 to 75 per cent of their orders rest- 
ing with the tapered version. 

In both the tapered and needle adaptations, construction 
improvements and technical advances create new flexibility 
and more delicate contours. There is some interest in a 
walled version of the needle toe. Narrower balls, with no 
elongation in the needle, will probably show up in some 
of the very high fashion lines. Interest in the squared off 
needle remains only luke-warm. This styling should be 
reserved for casual shoes, is the general feeling. 

Dressy and feminine treatment of wearing apparel will 
bring out some similar trim treatments. Fancy stitches 
will be used by some firms to bring back old lasts. Stitch- 
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ing will appear on bows, T-straps, around the vamp, and 
in all over effects. These trims may replace buckles, nail- 


heads, and other metallic decorations. Silk braids espe- 
cially, narrow grosgrains in stripes, color combinations, 
simulated perforations, and polka dots will also help cre- 
ate dressmaker effects to complement ribbons, bows, and 
other feminine detailings. 


Los Angeles 


RETAIL sales have improved considerably in the last two 
weeks in Los Angeles. Considerable stimulation has been 
felt from Easter sales and manufacturers appear to be 
quite busy. In-stock houses are in a particularly strong 
position and are experiencing frequent if somewhat small 
orders. It would appear that a lot of retailers are getting 
over being scared of the future and the returning confi- 
dence is being reflected in much re-stocking of depleted 
inventories. 

It isn’t boom times, but business is steady. 
ers are doing a lot of promoting on shades other than 
black, and while the dark hue in still the leader, there is 
enough merchandise present to offer the lady encourage- 
ment to buy an additional pair. 

Manufacturers report that current orders are generally 
for short runs, but at frequent intervals. Styles bought 
are basic but interesting, with little enthusiasm shown for 
novelties or wild ones. Feeling seems to be that while 
overstocking could be disastrous, being caught short on 
size-ups could be equally so. Everyone seems to expect 
a violent up-surge in sales the last weeks 
Easter and to want to be ready for it then, but not before 
then. 

Bright spot of the local picture continues to be the 
teen-age market. The youngsters seem to have the money 
to continue to buy their flatties and skimmers and makers 
of these are running full blast. Conservative stylings are 
still favored, with modern variations of the saddle oxford 
a perennial favorite. 


Manufactur- 


two before 


New England 


NEw ENGLAND shoe factories find the pace still spotty 
but manage to keep busy with last-minute Easter orders 
and fill-ins. Makers of popular price women’s novelty 
footwear have been particularly busy over the past two 
weeks as retailers rushed in for Easter requirements. 
Both men’s and children’s shoe factories have been going 
at a more even level and report overall business holding 
close to last year’s level. 

Although it’s still too early to 
last year, preliminary figures indicate producers here have 
felt the business slowdown somewhat more keenly than in 
other sections. This has been especially true in factories 
making women’s unbranded low-priced footwear for the 
large chains and department stores. A good many have 
had to contend with late or delayed orders as retail 
[CONTINUED ON FOLLOWING PAGE| 
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merchants have concentrated on reducing inventories. 

The situation, however, is far from pessimistic. Im- 
proved weather in early March has opened up retail sales 
and helped clear retailer stocks. Many of the latter are 
finding themselves without workable stocks for post-Easter 
demand. New orders for April and May delivery are al- 
ready showing up at New England women’s shoe factories 
and a continuation of the healthy sales pace could mean 
stepped-up cuttings over the next month or so. 

As expected, the style picture is no problem. Women’s 
style shoe makers are concentrating on the slender sil- 
houette in a variety of bright colors. Tapered and/or 
needle toes in patent and smooth calf and side predomi- 
nate with red, green and blue surprisingly in good evi- 
dence. Of course, there is a good amount of black for 
the popular T-strap pump. Textured leathers and multi- 
colored fabrics are also popular. 

More and more men’s shoe manufacturers are concen- 
trating on the lightweight trend with some producers 
stepping up their output of men’s cemented styles. This 
looks like the next big trend in men’s footwear and many 
factories are preparing for it. 

Tanners report some increase in sales as shoe factories 
step up their pace. As in recent months, the emphasis 
remains on fast deliveries. Calf sales have slowed, due 
partly to recent price increases, but patent, side and 
split tanners have been moving leather. 


St. Louis 


THE pace of production in St. Louis has speeded up dur- 
ing the past two weeks. With Easter drawing close, several 
manufacturers here are operating at capacity or close to it. 

In spite of the improved pace, reports all add up to 
the fact that production figures for the St. Louis area are 
well under last year’s totals. An approximation of five per 
cent is a conservative estimate. Although some manufac- 
turers are showing pairage gains up 10 per cent or more 
over last year at this time, these are the exception, not 
the rule. 

The extreme cold and adverse weather conditions cover- 
ing much of the nation have been reflected in mail orders, 
which are listed as spotty. Dealers are currently caught 
between two fires, producers feel. Dealers have basics on 
hand for spring selling, but are wary of ordering any vol- 
ume in second run merchandise. On the other hand, if 
weather should open up suddenly, demand for pairs might 
catch them short. The unhealthy cash position for many 
store owners is considered a deterring factor, also, since 
slow February sales kept stocks almost at a standstill. 

Despite slow selling at the retail level, major producers 
here do not appear to be pessimistic. One firm executive 
described the recession as typical to type, with “no aspects 
of a serious depression.” Consumer expendable income, 
he said, will not fall appreciably under last year’s level. 
Continuing expansion of the nation’s population will add 
about three million new shoe customers. Shoe production 
and earnings, he added, should about equal those of last 
year. 

Meanwhile, shoe factories are beginning to look ahead 
to fall. Lines for the Twelfth Annual Fall Showing here 
April 27-30 rate intensive attention by all St. Louis pro- 
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ducers. Reports from several sources show that fabrics 
will get more stress than they did for last fall. Specialty 
houses indicate that there will be more color importance 
in leather than there was last fall. These firms report that 
with the pointed lasts diminishing in importance as news- 
worthy drawing cards, color may add that extra push so 
vital to selling women in the price action bracket. 


New York State 


SHOE manufacturers in and around New York City are 
continuing to have satisfactory production and enough cut- 
ting ahead to keep their factories busy for the next several 
weeks. For the most part, shoes in processs now are sched- 
uled for immediate delivery—in time for Easter and spring 
promotions. 

Upstate, severe winter weather during most of February 
handicapped shoe manufacturers and retailers. However, 
industry spokesmen reaffirmed their confidence in the 
soundness of the near-term shoe market outlook and said 
that merchandising plans are virtually unchanged. Heavy 
snowfall caused absenteeism to increase 10 per cent or 
more among factory employes and where key workers were 
out, temporary bottlenecks occurred. However, many of 
the shoe plants were already operating at less than full 
time. 

Manufacturers have had considerable success getting 
stores to take on new lines in order to place themselves in 
a better competitive position. Although the introduction 
of new merchandise usually gives sales a boost, these deal- 
ers have found it necessary to watch their inventory and 
keep it within reasonable limits. 

Most stores are ready to handle whatever Easter business 
develops and general expectations are that Easter trade 
will be generally satisfactory, despite the early date. 

Upstate department store sales were running 11 to 17 
per cent below last year in February, after a fairly good 
January. Shoe stores blamed snow and cold for most of 
the decline, but admitted the economic recession played 
its part. 

Some retailers cited the old maxim that business lost 
one day is seldom made up another day. There is con- 
siderable agreement in the trade that spring shoes must 
be promoted on schedule despite the weather. Otherwise, 
the start of the season shows a lag which it is hard to 
overcome later. 





Lambskin Scuff 


Genuine lambskin shearling makes the upper and sole lining 
of this attractive scuff with shining Indian vamp ornament. 
Light, soft and very packable, it makes an ideal travel 
slipper. Available in three sizes—small, medium and large; 
in six colors—white, gold, medium and light blue, pink and 
red. A Cuddleeze in Color, created by Kenneth Keyes and 
made by Comfort Products Co. 
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PEEK-A-BOOT E-X-P-A-N-D-S 
NATIONAL ADVERTISING 


hion magazines 
nillion women 


In 22 leading fas 
rn 


fn 
Specie pee ¢ Ne a Television 
OVER 400 MILLION TOTAL AUDIENCE IMPRESSIONS 


Art Linkletter’s ‘‘House Party” 
“It Could Be You’’ with Bill Leyden 
“Truth or Consequences” with Bob Barker 
“The Price is Right’’ with Bill Cullen 


PEEK-A-BOOT PEEK-A-BOOT 
RAINBOOTS FOR WOMEN : WEATHER-ALL Boots for children and juniors 


Perfect protection at a perfectly amazing price 


* 100% nylon elastic loops 
* Stylish patterned uppers 
* Longer wearing by actual test 


* Sized for flattering fit 


—Full sizes 4-10 * 100% nylon elastic loops 


* Easy on and off...it’s a pullover 
Cub High S 
ae -Cleor ) he p> 584 -Clear Red, brown and white 
a 545 - Black 597-Black  -—“_/) 585 - Black Full sizes 6-12 and 13-3 


PEEK:A-+ BOOT Rainboots retail from only $499 a pair 


Write, wire or phone your orders now 


gbEK:-4- poor i 


1600 So. Flower Street, Los Angeles 15, Calif. 
47 W. 34th Street, New York - 150 W. 63rd Street, Chicago - 186 Lincoln Street, Boston 
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THE QUALITY LEATHER 


cae | 


versatile color... 


complements the coppery tones, 
blends with tweeds and mixtures, 
accents greens, bronzes and blacks. 


LEATHER CO. GIRARD, OHIO 
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How to Sell More 
Shoe Dressings 
[CONTINUED FROM PAGE 51] 


has. It is up to the shoe salesman to 
create the demand for the novel item, 
he said. As an example, Rollnick’s 
have had outstanding success with 
spray polishes, suede sprays and 
liquid saddle soap. Neutral wax for 
both shoes and bags is always a good 
“standby” seller. Mr. Rollnick en- 
courages increased sales volume by 
conducting polish items’ contests 
among sales personnel and giving 
salesmen “PM’s” for selling polish. 

MAURICE HARRIS, manager of 
the CHILDREN’S BOOTERY in 
Studio City, exclusive residential 
area in the San Fernando Valley sec- 
tion of Los Angeles, says about shoe 
polish, “Shoe polish sales are an im- 
portant part of our gross. The little 
extra profit made in addition to the 
sale of the shoes themselves can help 
a lot in these days of fierce competi- 
tion.” 

The brand featured by this store 
is Hollywood Shoe Polish, a liquid 
variety that is self-shining and is 
applied with a dauber. Although a 
prominant display rack at the wrap- 
ping counter features the product, 
Harris does not rely on impulse buy- 
ing for his sales. The first suggestion 
is usually made by the salesman at 
the time of fitting and the sale is 
usually completed at the fitting stool. 
Often, too, the use of the product will 
be demonstrated by the salesman at 
that time. Seeing how simple it is to 
use, Harris feels, often encourages 
the purchase. 

Harris has trained his men to 
make an appeal to the thrift of the 
mother, too. The Children’s Bootery 
is a high end store featuring only top 
quality and top price footwear. The 
floor man will say something like 
“You know, m’am, you are buying 
your youngster an expensive pair of 
shoes here and a good preparation 
will make them last a lot longer.’’ He 
then explains that a liquid wax base 
will protect the leather, while the 
color will improve the appearance 
even after a bad scuffing. He states 
that in the opinion of their store, a 
liquid preparation does both jobs well 
and a sale usually results. In the case 
of very young children he points out 
that this particular brand is non- 
toxic and even if the youngster chews 
on the toes of the shoes no harm will 
result. With older children a direct 


March 15, 1958 


appeal is made. The salesman will 
perhaps say, “If mom bought you a 
bottle of polish of your own, would 
you take care of these expensive 
shoes she’s buying you?” and the 
answer is usually yes. 

Manager Harris makes sure that a 
full supply of colors is available to 
match all shoes he is showing. 

In the St. Louis area, shoe polish 
is plugged quietly, aside from the 
active promotion done by the chains. 
In almost every family type shoe 
store, the rows of cans and cartons 
are displayed on top or inside of the 
typical glass-fronted wrap desk. 

One store owner expressed the 
views of many when he said, “Some- 
times I mention polish when I am 
writing up the sales ticket, sometimes 
not. Usually at the start of the 
spring and winter seasons customers 
are more receptive to buying shoe 
dressings. That goes for the mother 
especially. 

“In the spring, when the mother 
comes in with the kids and buys the 
little girl her first white pumps of 
the season, she will pick up a bottle 
of white polish along with the pumps. 
It’s the same way in the fall, when 
mothers are switching the kids over 
to dark school shoes. I think the 
mothers are saying to themselves, 
‘Jimmy’s new black oxfords are so 
beautiful and shiny, I wonder if we 
couldn’t just try to keep them that 
way!’” 

Department stores in downtown 
St. Louis shelve the polishes apart 
from the actual shoe department, 
usually with the shoe repair section. 
At Famous-Barr, a complete supply 


of shoe dressings of every color and 


type is ranged along a wall where 
women stand when they bring in 
shoes for repair. By this means, the 
woman’s eye unconsciously travels 
the length of the display and reminds 
her every time she gets new heel lifts 
that she may need polish too. 

At STIX, BAER & FULLER the 
benches and chairs customers occupy 
during while-you-wait visits to the 
shoe repair department line one wall 
of a narrow department. The oppo- 
site wall, in full view for all repair 
customers, displays a full range of 
shoe dressings. In this way, the 
woman automatically studies the 
polish racks while she awaits the 
return of her shoes from the repair 
area beyond. 

Suburban shoe stores follow closelv 


the trends in both shoe buying and 
the teen-age set. At present, teen- 
agers in St. Louis county are “shoe- 
polish crazy.” Many of the boys shine 
their school pairs daily, preferring 
neutral colored wax polish no matter 
what the original color of the shoes. 
One current fad with the boys is to 
wipe their grained brogues with 
cigarette lighter fluid before apply- 
ing the wax polish. How this daily 
treatment will influence the life of 
the leather has not been determined. 


Polish for the Clerical Trade 


BROCKTON, MASS.—A fine ex- 
ample of consumer response to a 
specialized polish item is Packard 
Black Shoe Cream. This cream, 
sold only through shoe and depart- 
ment stores, is packaged in a tube 
which aids in doing away with the 
fuss and mess of shining shoes. It 
has found particular acceptance 
with the clergy and religious orders 
because of this unique packaging, 
and is a sales leader with retailers 
who cater to this very profitable 
clerical trade. 


Everett and Barron 
Concentrate on Shoe Dyes 
PROVIDENCE, R. I.—The facili- 
ties of Everett and Barron Com- 
pany are being concentrated on the 
production of dyes for fabric shoes. 
These dyes are not sold over the 
counter, but are used by retailers 
and the repair trade for coloring 
white shoes. Cinderella Dyes are 
ideal for dyeing any shoes made of 
satin, linen, shantung, and moire. 
The firm offers a complete assort- 
ment of 120 different colors, indi- 
vidually packaged in four ounce 
jars, and in bulk quantities of 
pints, quarts, and gallons. In ad- 
dition, bulk quantities of Diluter 
and Compo Cement Remover are 
available, also Color Charts and in- 
structions on dyeing shoes prop- 
erly. Cinderella Dyes give the re- 
tail shoe store the unique advan- 
tage of being able to stock white 
shoes only, dyeing to suit the cus- 
tomer, rather than having to carry 
different colors of the same stock. 


Francis J. Doran, 37-year em- 
ploye has purchased Regan’s Shoe 
Store, 637 Washington Street, Nor- 
wood, Mass. He will continue to op- 
erate it under the same name. 





The Retailer Speaks... . 


HE 


lands buy patent leather the 


“smart” clientele of Rag- 


year-round, reports Mr. Fry. 
While each season has its important 
color and material promotions to de- 
light the 
sales, black patent is constantly in 


customers and _ stimulate 
demand as a wardrobe basic. 


As the New 


proved the most wanted material to 


Year unfolded, sales 


be . . . black patent, of course. And 
pattern-wise, the best-seller was the 
most fashionable offering — a pump 
with the pronounced look of 1958 

a flattened, square tip on a_ very 
pointed toe. Made by Deb Shoe Com- 
19/8 this 


features a black peau de soie bow. 


pany on a heel, pump 

Explains Mr. Fry, “this shoe repre- 
sents an element that is vital to our 
business a dressy casual mode 
that is atune to the manner of dress 
prevalant in our area. Patterns of this 
type fulfill the hunger for fashion in 
footwear while adapting themselves to 


the active life of the Southwest.” 


L. MAX FRY 


Though a relative newcomer to 
the buying and managing level of 
the retail shoe business, L. Max Fry 
is doing big things in the big state 
for Raglands of Kingsville, Texas. 
Situated in a community of 26,000, 
Raglands is owned and operated in- 
dependently as an enterprise of the 
world-famous King Ranch. A mod- 
ern, “big-city” department store ca- 
tering to the needs of all the family, 
Raglands promotes merchandise 
which is alert to the latest fashion 
changes. 

Well-grounded in the shoe busi- 
ness, Mr. Fry had fourteen years in 
retailing before joining Raglands 
last April. His experience includes 
an assistant managership of an Edi- 
son Bros. store as well as four years 
as co-manager and assistant buyer 
for the late L. A. Hart of Walla 
Walla, Wash. Just prior to his pres- 
ent post, he spent six years on the 
sales floor at Frost Bros., San An- 
tonio. 

“'m doing what I enjoy,” says 
Mr. Fry “. . . buying, planning and 
selling for a beautiful department 
in a top grade store catering to the 
‘smart’ clientele of the area.” 





What’s in a Shoe 
and How to Sell It 
[CONTINUED FROM PAGE 55] 


and comprises about 20 per cent of 
all the welting used. It can have 
either a decorative or functional use. 
Some shoes use such welting to sim- 
ulate the appearance of a Goodyear 
Welt construction. 

There are endless styles or pat- 
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terns of specialty welting—grooved, 
notched, beaded, carved, textured, 
ete. Styles in welting follow pretty 
closely styles in shoes. Heavier or 
more pronounced patterns go with 
“heavier” patterns in shoes (such as 
the “bold look” in men’s shoes of 
some years past.) Thus welting is 
fashioned to seasonal shoe styles or 
trends. And, of course, just as in 
shoes, there are basic welting styles 


that are in demand year in and out. 

From a decorative standpoint, 
welting has been used on other parts 
of the shoe, such as for a toe cap 
(a strip of “caulk” welting across 
the toe, or even around the edge of 
the vamp, much like piping.) 

As in shoes, while there is an un- 
limited supply of styling creations, 
actual demand is narrowed down to 
a limited range. Again, style trends 
in shoes affect welting styling. For 
instance, the current high interest 
in men’s Continental styles has 
created demand for lightweight, 
light-look welting. In the men’s 
field, welting styles (as in shoe 
styles) are strongly influenced by 
the young men (ages 16-22). 

Welting is available in just about 
any color desired. But the great 
majority of welting is sold in three 
colors: black, brown and _ natural. 
It’s believed that color in welting 
will play a more important role in 
the years ahead. But even today 
there is growing interest in two-tone 
welting such as brown combinations, 
or brown-black. 

Variations in textures and _ fin- 
ishes offer other possibilities in 
welting. For example, such finishes 
as aniline, antiqued, mat. Or tex- 
tures such as pebbled grain and vel- 
vet. These effects through welting 
are expected to play an expanding 
role in footwear, particularly in the 
men’s field. 

Most welting manufacturers, 
along with many shoe _ stylemen, 
foresee a growing style role for welt- 
ing. Today, more shoes than ever 
are utilizing subtle welting touches 
for decorative effects on the shoe— 
not only in conventional applications 
but experimenting with new appli- 
cations. 


How to Use These Features 
in Merchandising and Selling 

Welting offers some _ attractive 
merchandising appeals that can 
greatly enhance the customer’s ap- 
preciation of the shoe’s value—pro- 
vided the retail salesman highlights 
these features in his selling story. 
What, specifically, is there about 
welting that can be effectively “sold” 
to the customer? Here are the fea- 
tures, with suggestions as to using 
them. 

The Construction: This applies 
particularly to the Goodyear Welt. 

[CONTINUED ON PAGE 84] 
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COMPARE THE NYLON- 
STITCHED SHOE (left) with 
shoe stitched with natu- 
ral-fiber thread (right). 
These children’s shoes are 
typical of the 20 pairs 
worn by active youngsters 
during a four-month test. 
Notice that the abrasion- 
resistant nylon remained 
in excellent condition in 
toe stitching and heel lin- 
ing where ordinary 
thread failed (circled). 








Tests prove: 


NYLON thread gives the 
longest-wearing seams 


You offer customers an extra reason 
for buying when you show them 
nylon stitching. Nylon is famous 
for its toughness—it dramatizes the 
high quality of your product. And 
with nylon, your customers are get- 
ting the extra strength, longer wear 
and neater appearance that keep 
them coming back. Besure the shoes 
you sell are stitched with tough, 
wear-resisting nylon thread. 


SEND FOR FREE COPIES of litera- 
ture answering the question “‘How 
Important Is Thread in the Shoes 
You Sell?’”’ Give a copy to each of 
your salespeople. Address: E. I. 
du Pont de Nemours & Co. (Inc.), 
Room N-5518, Wilmington 98, Del- 
aware. Du Pont makes nylon and 
“Dacron’’; does not manufacture 
thread or shoes. 


*“Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


strongest, 
in shoes! 


Thread of Du Pont “Dacron’™” polyester fiber is 
nearly as strong as nylon and has even greater 
resistance to acids commonly encountered in 
industry. That’s why threads of ‘“‘Dacron’’ fiber 
are preferred in work shoes. 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 
reduces returns...lasts longer...gives added sales advantages 
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A “bosun” showed us where 
we were missing the boat. 





We were just wrapping up a Personnel- 
Relations meeting when the head of 
Marine Transportation spoke up. “A 
crewman aboard the Melissa wants to 
have U.S. Savings Bonds deducted from 
his pay. Can do?” 

It was a significant question. If one 
employee didn’t know he could buy Sav- 
ings Bonds automatically through our 
Payroll Savings Plan, there were likely to 
be others. We planned a course of action. 

And we did it the easy way. 

We got in contact with our State 
Savings Bond Director. He suggested 
ideas for promoting the Payroll Savings 
Plan and provided the necessary mate- 
rials—pay envelope stuffers, posters, leaf- 
lets ... the works. And he made sure 
everyone received an application card. 

Our employee participation rock- 
eted. We never realized how many of our 
people wanted the security of U.S. Sav- 
ings Bonds. The Payroll Savings Plan 
makes it so easy for them to salt a little 
away, and it’s so simple to make it avail- 
able. 

Today there are more Payroll savers 
than ever before in peace time. Look your 
State Director up in the phone book or 
write: Savings Bonds Division, U.S. 
Treasury Dept., Washington, D. C, 


THE U.S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE 
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NOW. . Waterproof leather boots 
ossible because of sealed construction 


and 


SYLFLEX 
leather 


SYLFLEX’- processed leather keeps out 
water yet lets in air, keeps feet comfort- 
able and dry. And SYLFLEX contributes 
other important advantages. Prevents 


surface moisture from washing out the 
oils that keep the life in leather. Hence, 
leather with SyLFLEX stays soft and flexi- 


ble,won’'t stiffen .crack, shrink or discolor. 


Sylflex protection plus sealed seam construction—a watertight combination! 


Standout example: the waterproof boot 
produced by Endicott Johnson has 
uppers of SYLFLEX- processed leather, 
soles of crepe rubber, sealed seams to 
make it completely waterproof. Already 
it’s a terrific seller at $23, proving 
there’s a big market for this new kind 
of waterproof boot. 
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If you make or sell men’s sports shoes, 
work shoes, hunting boots or storm 
boots, SYLFLEX and sealed seam construc- 
tion can add important profits to your 
line. Look into it today. Dow Corning 
Midland, Michigan. 
Canada: Dow Corning Silicones Ltd., 
Toronto. 


Corporation, 


See these licensed tanners 
for SYLFLEX- processed 
leather tested and certified 
to meet Dow Corning 
performance standards 
Armour Leather Company 
Eagle-Ottawa Leather Company 
A. C. Lawrence Company 
Northwestern Leather Company 


*T. M. Dow Corning 
Corporation 
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Baker from Washington 


[CONTINUED FROM PAGE 32] 


into effect the recommendations of 
the Tariff Commission. 

One thing is certain: Congress is 
in no mood to approve a five-year 
extension of the present law. A 
one- or two-year extension is all 
that can reasonably be expected this 
year. And the requested authority 
for additional 25 per cent reductions 
likewise is falling on unsympathetic 
ears. The most that can be hoped 
for is an extension of the status quo, 
as far as the Administration is con- 
cerned. 


Keep a sharper eye out for coun- 
terfeit money. More of it is in cir- 
culation, according to the U. S. 
Secret Service. 

In the fiscal year that ended last 
June 30, Secret Service agents ar- 
rested 319 persons—an increase of 
92.2 per cent over the previous year 
—for making or passing counter- 
feit money. 

The same upward trend is con- 
tinuing, the Secret Service says. 

In fiscal 1956, Secret Service 
agents seized $518,086 in fake 


In the following year, the 
amount seized was $1,553,998—an 
increase of 200 per cent. Of this 
total, 93 per cent was seized before 
it could be placed in circulation. 

Counterfeiting always tends to 
rise in times of slow business. It 
drops off in times of prosperity. As 
long as the current recession con- 
tinues, counterfeit money will con- 
tinue to be a major problem. 

Forged government checks are an- 
other big problem these days. Again, 
the government reminds all mer- 
chants to “know your endorser.” In 
the last fiscal year, 2762 persons 
were arrested for forgery of govern- 
ment checks. Most forged checks 
are stolen from mailboxes or from 
rooming houses. Remember, the per- 
son who cashes a forged govern- 
ment check takes the loss—not the 
government. Pay particular atten- 
tion to all larger bills and govern- 
ment checks that turn up at your 
cash register. 


money. 


There’s some talk in Congress 
about repealing the 10 per cent fed- 
eral excise tax on luggage, hand- 
bags, and other small leather arti- 
cles and accessories. But congres- 





BIG SPACE AND COLOR ADS IN SEVENTEEN, DANCE, 
MADEMOISELLE AND GLAMOUR WILL FEATURE... 


The ballet wear that's become f{; 


LEOTARDS - 


DOUBLE SALES APPEAL GIVES YOU 


f 


ANSKIN 


TIGHTS ° 


sional leaders say they do not favor 
removing this tax now because of 
the government’s growing needs for 
revenue to finance the $40 billion- 
plus defense program. 

A bill (H. R. 10777) to repeal the 
10 per cent excise on luggage and 
handbags has been introduced by 
Rep. Charles E. Chamberlain (Mich- 
igan Republican) and is now pend- 
ing before the Ways and Means 
Committee of the House of Repre- 
sentatives. 


What kinds of fur boots are sub- 
ject to the 10 per cent federal excise 
tax? The Internal Revenue Service, 
acting in response to inquiries from 
the trade, has issued these new clari- 
fying definitions: 

The tax applies to boots made en- 
tirely of fur. It does not apply to 
fur-lined boots, nor to fur boots 
with leather soles. 

IRS uses this rule-of-thumb in 
deciding what’s taxable and what 
isn’t: Articles made chiefly of fur 
are taxable without regard to the 
relative value of the fur. Articles 
of which the fur is a component 
material are taxable only if the value 
[CONTINUED ON PAGE 78] 


TRUNKS 


Full-Fashioned for perfect fit 


knit of HELANCA stretch 


TWICE THE PROFIT POTENTIAL! 


Danskins look as smart under dresses and shorts as they do at 
dancing class. Their flawless fit lasts washing after washing. 
Danskins are recognized and recommended by dance schools all 
over America. Stock the finest, offer the best value! ORDER 
DIRECT FROM 
stock for immediate delivery, for fast fill-in and repeat business. 


MANUFACTURER — DANSKIN, 


Matching Leotards and Tights—10 Newest Colors! 


LEOTARDS for Children, $3.50 to $5.00; for Women $4.50 to $6.50 


TIGHTS for Children $5.00, for Women $5.95, for Men $7.50 
TRUNKS for Children $1.65, for Women $1.95 

All prices are retail 

Write Dept. B for complete information and illustrated catalog 


DANSKIN Inc: 


nylon 


Only Danskin 
leotards are full- 
fashioned, as are 

Danskin tights and 
trunks. All designs 
protected by 

U. S. Pat. Off. 


INC. In 


Free displays 
and mats 
on request. 


437 FIFTH AVENUE, NEW YORK 16, N. Y. 
AMERICA'S FOREMOST STYLISTS AND MAKERS OF DANCEWEAR 
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Lawrence Keena 
is tanned turce 


Hanover’s medium round toe brogue for business, #6013. In smooth tan, polished Lawrence Keena. 


Lawrence Keena means business for you in men’s business shoes. It’s tanned once for utmost 
wearability, then again for mellowness, smooth grain, and soft polish. The result — Lawrence 
Keena looks better . . . wears better . . . feels better — and it helps you sell men’s shoes. 


Other ‘‘tanned twice’? Lawrence leathers are FINA and MELGO. A. C. Lawrence Leather 
Co., a division of Swift & Company (Inc.), Peabody, Massachusetts. 


reOnl?_ CEN_ ... the better part of better shoes 
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DON T LOSE SALES! 


TAKE ADVANTAGE OF ALTSCHUL’S EXCEPTIONAL 
IN STOCK SELECTION FOR IMMEDIATE DELIVERY! 


3 EYELET TIE, 
BLACK OR BROWN GRAIN 


(Normal Construction) 
C271, C471; 10-12, B-EEB, Spring Heel 
M271, M471; 12%-3, B-EEE, Leather Heel 
M272, M472; 3%-4, B-EEX, Leather Heel 


RED OR BLUE ELK—ONE STRAP 
(Normal Construction) 

C760, C660; 8%-12, B-EEE, Spring Heel 

M760, M660; 12%-3, B-EEE, Leather Heel 


ELK “R-ex" TWO STRAP 
(Supportive Features) 

“R-ex”’ ; 8%-12, B-EE, Thomas Heel 

“R-ex” ; 12%-3, B-BE, Thomas Heel 
(Black Piping on Vamp) 


Catalog 
Available. 
Upon 


Request JULIUS ALTSCHUL INC. 


BLACK ELK 
SCUFF WING TIP "R-ex" OXFORD 


(Supportive Features) 
C237 ‘‘R-ex’’; 10-12, B-EE Thomas Heel 
M237 “R-ex’"’ -3, B 


M238 “‘R-e Thomas Heel 


GRAY VELOUR BUK BAL 
“U" THROAT OXFORD 


Cushion Crepe Sole @ Long Arch Supporting 
Counter @ Right & Left X-Ray Steel Shank e 
Nailless Heel Seat 
M935; 12%-3, B-EE 1835; 5-10, AA-A 4%-10, 
B,C,D, 4-9, E, EE 


BLUE & WHITE "R-ex" BLUCHER 
SADDLE 


(Supportive Features) 
C615 “‘R-ex’’; 8%-12, A-EEE, Thomas Heel 
M615 “‘R-ex’’; ¥%-3, A-EEE, Thomas Heel 
BLUE & WHITE “R-ex’’ BAL SADDLE 
L615 ‘‘R-ex’’; 5-10, AA-EE, Thomas Heel 
Also Stocked in Normal Construction 


SHOWN ARE ONLY A FEW STYLES FROM OUR TREMENDOUS 
IN STOCK SELECTION IN BOTH NORMAL & SUPPORTIVE 


CONSTRUCTION. 


JULIUS ALTSCHUL, we. 


Creators of "NATURE'S OWN" Straight Last Footwear 


117 Grattah Street, Brooklyn 37, N. Y. ° 


HY 7-4500 


TESTED & PROVEN SINCE 1899 











Baker from Washington 
| CONTINUED FROM PAGE 76] 


of the fur components is more than 
three times the value of the next 
most valuable component. 


If you use the mails to any ex- 
tent, you are facing higher costs 
before the end of this year. 

An unusual amount of support for 
the Administration’s bid for:a one- 
third hike in most postal rates is 
building up in Congress. The law- 
makers see a mail rate boost as a 
good source of funds for the bat- 
tered federal Treasury. 

While the Post Office Depart- 
ment’s request for a 5-cent out-of- 
town letter rate probably won’t pass, 
other rates may well go up. This 
will mean you'll be paying more 
when you mail your bills, advertis- 
ing letters, and business correspond- 
ence. So will your suppliers. 

Next fall, a hefty rise in parcel 
post rates is likely. An increase in 
the charges for this important busi- 
ness service of about 13 per cent is 
tentatively scheduled. 


The problems facing many down- 
town merchants—declining business, 
deteriorating buildings in adjacent 
areas, and lack of customer parking 
—will be heightened in 1958 in many 
cities as the federal highway pro- 
gram begins to speed up. 

Some $10 billion is scheduled to 
be spent in the new year on building 
new highways and rebuilding and 
relocating existing roads. Both in- 
tercity and local roads will feel the 
impact of stepped up construction 
schedules. * 

Downtown businessmen who have: 
failed to work with city, state, and 
federal road planners will have to 
move fast. 

Among the problems central city 
businessmen will have to get solved 
before the roadbuilding machinery 
gets to work are: 

Location and routing of freeway 
links with downtown; effective by- 
passes to keep through traffic out of 
congested areas and also provide 
distribution routes; reconstruction 
to insure efficient arterial radial city 
streets to give easy access to down- 
town for local residents; effective 
rapid transit facilities; adequate 
parking, and provisions for pedes- 
trian safety. 
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Editorial Outlook 


[CONTINUED FROM PAGE 13] 

before that, however, it was evident that some retailers 
were prepared to let their share of Easter business go by 
default. Because of their indecision of the last 90 days, 
retailers, independent, chain and department stores will 
be short of sizes and many of the wanted styles will be 
missing completely from their shelves. The situation looks 
like a classic example of selling the consumer short. The 
pulse and tempo of the market make further procrastina- 
tion truly dangerous. 


Simple Elegance 


In this beautifully modeled, unadorned pump for dress 

wear, Caprini of Philadelphia makes a feature of the 

elegant texture of Glacé Brogandi, an Evans Uniform 

Quality Leathe The new glacé finish accentuates and high- 

lights the natural grain of Brogandi, giving a finely de- 
tailed texture of exceptional beauty. 


Featured in Polish Line 


Leading items in the Hollywood Polish line-up are Sani- 

black, and Sani-brown, liquid wax in bottles with applica- 

tors, and Hollywood Wax Polish in tins, available in black 
and colors, 
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HIS. 
MEASURE 
OF 
FATIGUE... 


his own two feet 


If he wears work shoes, he wants more than 
just protection. He wants comfort, too. 
That’s why the Vul-Cork family of soles sells 
so well, again and again to the same cus- 
tomers; comfort is just as important to them 
as Vul-Cork’s long, long wear. 


K 
Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Vul-Cork 


~ -WUL-CORK & 
VULCORK NEOPR 


$0 light, so flexible, so resilient, you can roll them right up in the palm of your 





























THE WORLD'S FINEST 
SHOE DRESSING 


. . . because its polishing 
agent is not 10%. . . not 
20% but 100% 
CARNAUBA WAX, univer- 
sally recognized as THE 
BEST! ‘*SIR‘’ gives a 
deeper, longer-lasting 
shine far faster and easier. 
And_ with _ its 
coloring and preservative 


exclusive 


ingredients .. . 


WG SOF 





THIS COUNTER DISPLAY 
WITH 10-DOZ. ORDER 


FRE 


Retails for $]-90 per 4 oz. Bottle 5 O% 
your price less eo] 
BROWN - TAN - BLACK - MAHOGANY - CORDOVAN - NEUTRAL 


ROCHESTER SHOE TREE COMPANY 

P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N. Y. 

Gentlemen: — 

Please ship us immediately 10 dozen bottles of “SIR” . STANDARD ASSORT- 
MENT (OR YOUR CHOICE IN DOZEN LOTS) . . . AND Free 24-bottle Counter 
Display. 

STORE NAME 

ADDRESS , CITY 

BY 


SHIPMENT F.0.8. CAMDEN, N. Y., OR LOS ANGELES, CALIF 








Work Shoes Are Easy to Sell 


rT 

Work shoes are not hard to sell,” says Mrs. Abbie 
Thorpe, co-owner of the J. B. Fogarty Company, Centre- 
dale, R. I., a neighborhood department store. 

“It is much easier to sell men’s work shoes than to sell 
women’s and teen age shoes. Men know they need the 
shoes; they know just about what they want. In fact, 
many of them want a pair just like the ones they have been 
wearing. 

“Even if a man is not certain as to the style he wants, 
it is almost always a choice between two styles. He seldom 
considers more than two styles. 

“In addition to making easier and faster sales on work 
shoes, we get fewer returns and exchanges on these than 
on any other group of shoe merchandise.” 

Fogarty’s has been selling men’s work shoes ever since 
it was founded 57 years ago by Mrs. Thorpe’s father, the 
late James B. Fogarty. 5; 

The store is located in the central shopping center of 
a town of about 14,000 population. Its work shoes are sold 
mainly to outside workers and inside mechanics. The 
price range is from $6.98 to $8.98. 


Taylor Markets New Square Tips 





Three new variations of the new square tip Italian 
styling theme have been introduced by the E. E. Taylor 
Corporation, Freeport, Maine. A feature of the shoes— 
called "Burnt Ivory Cordovos"—is the leather, which is 
a deep-toned ivory. 

The shoes will retail at $17 to $20. From left to right 
they are: The Two-Eyelet Tie, a classic two-eyelet design 
which combines the squared-off toe with a rounded hand- 
sewn moccasin pattern; The Half Chukka with Gore, 
providing a square tip, higher silhouette, hidden gore 
and hand-sewn moccasin seam; and the Strap and Buckie 
Chukka, which combines the square tip front, hand-sewn 
moccasin pattern and hand-forged buckle. 


Today many Americans remember this classical belief 
whenever they say, “Let’s get off on the right foot,” when 
they want to insure the success of any venture. Many a 
superstitious bride does this also, in these supposedly en- 
lightened times, by jumping out of bed on her wedding 
morning with both feet at once, just to make doubly sure 
that she won’t start her married life on the wrong foot. 
Today seamen also, who are still among the most super- 
stitious of people, step onto a new ship on its maiden 
voyage with the right foot only—and woe to anyone who 
doesn’t faithfully adhere to this procedure. 


In India, the married couple is assured prosperity and 
wards off evil influences by turning an old shoe upside 


down and placing this on the roof of their new home. 
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Men who look to Hanan _ considered good enough. 
for footwear of supreme : Fine Hanan shoemaking, 


luxury will welcome the comfort and fit are at 

spirited new look of the 4a their traditional best. At 
a traditional 

current editions. Only the selected fine stores. Style 

softest, mellowest leathers tanned 1314, above, priced about $25. 

by Hubschman of Philadelphia were Style 717, below, priced about $30. 


HANAN & SON, DEPT. H1, AUGUSTA, MAINE 
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Styled for 
the Fifth Season 


[CONTINUED FROM PAGE 49] 

stacked leather heel, newest in black. 

In leathers there will be a wide 
choice: highly polished calf, kid or 
reptiles, to accent crepey finishes in 
ready-to-wear fabrics; fine shrunk- 
en grains; dull, elegant matté leath- 
er; soft, silky, two-way nap and a 
limited pairage in patent or part 
patent leather styles. Soft, cool, un- 
lined shoes are, of course, an impor- 
tant type for transition wear and 
there are new types of leather for 


unlined shoes. 

There is plenty of choice, too, in 
fabrics. There are all the silks to 
start with. Peau de soie, classic or 
in new interpretations, leads in silks. 
A very dull finished satin looks new 
and cool. Then there are silk and 
wool fabrics such as high fashion 
broadcloth. Textured fabrics may 
include jacquards and tweeds, both 
important for the coming fall. 
Tweeds, some wool and some silk, 
can be combined with leather in 
spectator types or used in a dressier 
shoe, for an early start. Flat wool 





QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 


STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 


features that guarantee their long wear, fine 


fit and genuine comfort. They’re espe- 


#9461 


Black smooth 

leather oxford 

with TALON 
SHU-LOCK fas- 
tener, Pacifate 
twill lining, Nylon 
stitched, Combina- 
tion last, Goodyear 
welt. IN-STOCK, B, 
4 to 7; D, 3 to 7. 


GUARANTEED “RiP. 
PROOF” NYLON 


CLOSED SEAMS \ 


check these 
unique 

_ features for 

longer wear 


Write today for 


FREE 
IN-STOCK catalog! 


cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 

boys’ shoes, you owe it 
to yourself to investi- 


gate Brooks! 


DOUBLE TOP 
STITCHING 


GENUINE LEATHER 
QUARTER LININGS 


“BROOKSY” 


GENUINE ANALINE 
TYPE LEATHER UPPERS 


i “TIP-TOE” BRASS 
NAILS LOCK SOLE 
ADD EXTRA WEAR 


THE WILLIAM BROOKS SHOE CO.— NELSONVILLE, OHIO 
“World’s largest independent manufacturer of boys’ welt shoes” 
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fabrics are very much liked but so 
are the new looking knits. For the 
woman who has loved her light, gay, 
summer print shoe, there are many 
handsome darker prints. 

Color is so much talked about for 
fall that you can very well use your 
transition shoes to test some of the 
new colors. It is interesting to note 
that a top style tanner from across 
the Canadian border considers this 
transition selling period important 
enough to feature three colors in a 
fine boarded type calfskin. Two of 
these colors will only be in this 
transition line of leathers—Autumn 
Glory and Summer Fallow. 

In our own leathers there is an 
amber shade, a carry-over from 
spring’s Benedictine, which should 
be included in shoes in fine shrunken 
grains or highly polished smooth 
leathers. Also good for this interim 
season are dark vintage red, a dark 
green to be found in garment plaids 
and a new version of the old Briar- 
wood color. There are lovely warm 
harvest and soft, muted colors in 
the nappy leathers for unlined town 
walking or country types. These can 
lead a woman gently out of the light 
and bright summer casual shoe into 
early fall styles. 

There is much to sell in this Fifth 
Season—the transition from sum- 
mer into fall—so why not take ad- 
vantage of it this year and really 
put all your merchandising and pro- 
motion power behind it? 


The Thong Shoe 


The thong shoe on higher heels is news 
for spring and summer 1958. The shoe 
illustrated is by Baronet Shoe Corp. The 
Thong-Toe Sandalfoot stocking, designed 
with a special toe construction for thong 
shoes, is by Mary Grey Hosiery Mills. 
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Specialized Selling 
Will Solve the Problem 


[CONTINUED FROM PAGE 52] 


store windows. At one corner in New 
York I saw a fabulous variety: smart, 
desirable styles in many colors, in 
popular price ranges. There must 
have been 200 shoes in the window, 
each vying with the other for the 
passerby’s attention. 

Across the street was another re- 
He too had a window. In it 
were exactly eight shoes, drab in 


tailer. 


color, wholly unattractive. 

I grant that that’s not the way to 
sell shoes—nor dresses for that mat- 
ter! The specialist across the way 
was getting probably ten times this 
other retailer’s turnover. 

No, I believe some of the points I 
made in my first article—and they’re 
not only mine; I’ve checked them 
with friends in the shoe business— 
still hold if the desire is to speed up 
turnover. They are: 

Be more critical in your selection 
of styles. Let the differences be- 
tween them be distinct and not just 
shades of difference. 

Let’s deliberately not have all 
sizes and widths and heel heights 
for every style, despite the sales- 
man’s admonition. Let’s skip these 
for the shoes on the far right and 
the far left of the big deep center 
where we do most of our business. 
And in the deep center, let’s also do 
some skipping—of sizes or widths 
or heels, based on our selling record. 

Let’s examine our price ranges. 
We have too many and they’re all 
over the lot. Let them be sharply 
separated in order to give meaning 
to each. 

If the shoe business is essentially 
a staple business (as Mr. St. Jean 
in effect declares), then let it be 
handled as a staple business: let the 
manufacturer assume more risk, 
more inventory responsibility, and 
have the shoes ready for the retail- 
er’s instant reorder. 

Finally, let’s give up charging 
extra for certain sizes and widths 
and insisting on minimum quanti- 
ties, which only aggravate the turn- 
over problem. 

But now I have another proposal 
which, for me, is paramount. 

This is 1958 when it comes to talk- 
ing women’s fashion departments. 
It’s also 1958 when it comes to talk- 
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ing men’s fashions or children’s 
fashions. 

I’m afraid it’s 1938 or perhaps 
1928 when it comes to selling shoes. 

This holds especially for depart- 
ment stores and departmentized 
specialty stores, and to a large ex- 
tent also for the independent spe- 
cialist. 

We’re selling fashion merchandise 
as this day demands it be sold. 
We’re selling shoes as we sold them 
20 and 30 years ago and haven't 
learned a new trick since (or so it 
would seem). 


In 1928 or maybe 1918, all women’s 
fashions were sold in one or perhaps 
two or three departments. You 
didn’t have (I’m speaking generally, 
remember) French Room fashions 
and budget fashions and price-line 
fashions, etc., etc. It was all ready- 
to-wear. 

Back in those days we began to 
see that we could improve our vol- 
ume very substantially if we broke 
up “ready-to-wear,” if we had spe- 
cialty departments. 

In a word, what were originally 

[CONTINUED ON FOLLOWING PAGE] 





THE LAST 
COMES 
FIRST... 








Ay\ Aenre a S 


THE KEY TO FOOT-BALANCE 


IN STOCK 


No. 69 Brown 
Cashmere Grain 


for shoe comfort. Alden-Pedic 
shoes are scientifically designed in lasts and 
construction to accommodate the individual foot 
shape. Learn how America’s leading foot-fitting 


specialists build repeat and referral customers 


with our exclusive Foot-Balance” program. 


Cc. H. ALDEN SHOE COMPANY 
Custom Boolmakers Sin ce 1884 


BROCKTON, MASSACHUSETTS 
ee 
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classifications in one or a few de- 
partments, we made departments, 
and so we continued to specialize 
further and further, with ever- 
greater volume success. 

We need to do this in shoes—espe- 
cially women’s shoes. We're selling 
these now, forgetful of kind, of use, 
of style, of price appeal, or high 
fashion, of popular fashion, of teen- 
agers, etc., etc. We’re lumping them 
together. 

Our association’s figures list only 
four breakdowns of a women’s up- 
stairs shoe department: better shoes 
($9 up); inexpensive shoes (less 
than $9); slippers, casual and play 





Martin Kramer, 
Martin Kramer Shoe Co. 


shoes; and inexpensive dress shoes 
(less than $9). 

This is a beginning—a rudimen- 
tary beginning—toward the sort of 
specialization in selling women’s 
shoes that is needed. 

Selling them in even this ‘“ad- 
vanced” “specialized” way, we're 
lumping too many separate oppor- 
tunities. These can be realized if 
specialized in, if upstairs present 
departments were broken up into 
their natural units (now classifica- 
tions) and space and stock and sell- 
ing help and advertising placed be- 
hind them. 

Some stores are already showing 





| 
| 





Read what Martin Kramer writes — 
‘Although our total gain for 1957 over 
1956 ran to a little over 11% in unit 
sales, we ran almost 33% ahead on 
the RIPPLE® Sole shoes. Again, | want 
to thank Mr. Hack for inventing the 
RIPPLE® Sole.”’ | 


From C. E. Turner, Grone’s Shoe Store — 
‘We consider RIPPLE® Sole Shoes the greatest thing that 


has ever happened to the shoe business . . . we have never 


been able to keep up with our sales.”’ 


From X Shoe Co. (name on request) 
“Quite frankly, I'm not too interested in letting other retailers | 
know how successful we've been, as | would like to keep the | 


gravy for myself!” 


ARE YOU GETTING YOUR SHARE OF THIS RIPPLE® Sole 
gravy’? TIE-IN! NEW NATIONAL AD CAMPAIGN NOW | 
UNDERWAY! OVER 120,000,000 READERS! | 


Write for FREE Sales Aids brochure and latest 
list of RIPPLE® Sole Shoe manufacturers. 


*TM — RIPPLE SOLE CORP. 
MANUFACTURED 


RIPPLE SOLE CORPORATION 
BEEBE RUBBER COMPANY 


NASHUA ° 


IN U. S. A. UNDER LICENSE FROM 


NEW HAMPSHIRE 











the way. And most successfully, for 
them. We must have more followers 
if we’re to achieve the same results. 

We just can’t be all things to all 
people without really learning why 


we're not. And then doing what 
needs to be done. That means spe- 
cializing. 


The chains have done this, and 
smartly. No wonder their share of 
the business is increasing. Their 
turnover, you can be sure, isn’t 2.1. 
They’re the specialists. We’re still 
running the good old-fashioned gen- 
eral store. 

We need to change over—and fast 
—or we’ll continue to lose more and 
more of our share of the business, 
as Mr. St. Jean has shown. 





What’s in a Shoe 


and How to Sell It 
[CONTINUED FROM PAGE 72] 

This shoemaking method is synony- 
mous with quality in footwear. For 
certain kinds of footwear it can be 
termed the “Cadillac” of shoes— 
such as in men’s shoes or in sturdy 
school shoes. Thus the term “qual- 
ity” isn’t something used loosely, 
but is tied in with something spe- 
cific—in this case a kind of con- 
struction. And if you get across this 
quality idea, it is translated as value 
in the consumer’s mind. 

Structural Strength: When you 
buy an automobile you’re, of course, 
very much interested in all the styl- 
ing features. But you’re also inter- 
ested in performance values; that 
is, in the basic engineering or 
mechanical features. Every good 
car salesman points up these fea- 
tures in a dramatic way. And they 
impress you. 

The same can be done with the 
shoe—in this ‘particular instance 
through the welting and its relation- 
ship to the shoe construction. A shoe 
with a functional welting has struc- 
tural strength —a very important 
point to bring out in men’s and chil- 
dren’s shoes. Highlight the two- 
seam construction (insole and upper 
sewn to the welting from the top 
down, and outsole sewn to the welt- 
ing from the bottom up). Show this 
to the customer via an illustration 
—either a drawing or a sample shoe 
cut across the ball. 

Now dramatize this. For exam- 
ple, the average man bears 700 tons 
of weight a day on his shoes. It ob- 
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viously requires great structural 
strength built into a shoe to take 
that kind of strain. The shoe with 
the functional welt is built to with- 
stand this strain perfectly. 

Shape Retention and Long Shoe- 
Life: A shoe with a functional welt, 
because it has built-in structural 
strength, will hold its original shape 
longer, thus gives longer shoe-life. 
This is important not only from a 
utility or wear value standpoint, but 
from a style and appearance stand- 
point as well. Both points should be 
highlighted. And, of course, the role 
of the welting in providing these 
extra values or features should be 
made clear to the customer. 

Protection: Shoes with a func- 
tional welt, and particularly the 
Goodyear Welt, offer wholesome foot 
protection. This is particularly im- 
portant in the case of men’s shoes, 
and in children’s sturdy-type school 
shoes that must withstand much 
abuse in wear. The Goodyear Welt 
has an insole and outsole. Between 
these is a rim of welting—and in 
the center a filler. Thus there’s a 
solid base beneath the foot, protect- 
ing the foot against frequent and 
heavy ground impact. Also, the area 
between insole and outsole forms an 
“insulation pocket’ which protects 
the foot from cold in winter and 
heat in summer. 

Comfort: The functional welt re- 
sults in a shoe giving a maximum of 
foot comfort. Because the shoe holds 
its shape well with wear, there’s no 
shoe distortion leading to foot dis- 
comfort. Also, the solid foundation 
of shoe beneath the foot is a comfort 
feature in itself. 

Weather Sealing: A _ functional 
welt (and even a decorative welt) is 
a kind of “gasket” around the edge 
of the shoe, between upper and sole. 
It has a caulking effect. Thus by its 
very nature it tends to weather-seal 
the shoe at the seam, and make it 
more moisture-resistant. This point 
can be especially effective with chil- 
dren’s shoes—because these shoes 
are subjected to dampness or wet- 
ness. It’s also an effective point to 
make in men’s shoes, particularly 
work-type shoes. 

Styling Features: These offer a 
variety of selling points—such as 
the color, texture or style-pattern of 
the welting. Styling in welting 
cffers subtle touches which enhance 
the over-all style of the shoe. This 
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can be pointed up effectively by the 
salesman as an “extra” styling fea- 
ture in the shoe. Welt styling should 
not be taken for granted—that is, 
assuming that the customer is going 
to make particular note of it. Point 
it out, and then it takes on a plus- 
value for the shoe as a whole. 
Welting provides the salesman (as 
well as the shoe as a whole) with a 
real package of sell-values which can 
be converted into plus factors in 
selling. Keep in mind that if welt- 
ing has been used in the shoe by 
manufacturer, it has been done at a 


cost. The manufacturer thus feels 
and believes that it serves an impor- 
tant purpose—functional or decora- 
tive. It therefore, from the retail 
salesman’s standpoint, opens up sev- 
eral fresh selling features that can 
be passed on to the customer or con- 
sumer. 

And, when the customer 
something about the welting (some- 
times a hidden feature, sometimes a 
visible one) and how it adds some- 
thing to the shoe, he then has a bet- 
ter appreciation of the shoe’s value. 
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DRE | | shoes give you sales features 


that INSURE your PROFITS 


Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


DREW shoes simply out-perform 


others with — 


@ Fresh, imaginative styling 


@ Superior fit and steady repeat business 
— not subject to chain store competition 


@ Always IN-STOCK for greater turnover 


@ Extra sales and profits at $15.95 to $17.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 


Many doctors recommend our basic shoes 


THE WAVE — No. 39394, soft brown 


glove leather, $9.65. Long 


inside 


counter, extra fit and flexibility, with 
famous HACK RIPPLE SOLE for a new 
experience in walking comfort. On 
our Classified P10 Stroller last, 8/8 


Ripple sole, IN-STOCK. Sized AA, 
7 to 10; A, 6% to 10; 5% to 
10; C, 5% to 9; D, 5% to 
812;E, 5% to8B'. 


THE WAVE 


ENT s 
oy % 


THE IRVING DREW CORPORATION 


LANCASTER, OHIO 


(NEW YORK OFFICE — 746 Marbridge Bldg.! 


(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 


DREW @ DR. HISS @ 


CANTILEVER-GROUND GRIPPER ® 


TOWN WALKER 





Dramatic Interior for 
Shopping Center Store 
[| CONTINUED FROM PAGE 53] 


On one side, the chairs are covered 
with green fabric, and on the other 
with beige. 

This is strictly a salon type op- 
eration. Stock is concealed in a 
storeroom at the rear and the only 
shoes in evidence are featured 
styles on the display fixtures. 

One of the decorative highlights 
of the new store is a large chan- 
delier of 20 upright lights done in 


brass with smoked glass shades. 
Effective use is made of indirect 
lighting throughout the interior of 
the store, including the illumina- 
tion of the wall panels. 

The front of the store carries 
through the same dramatic display 
approach. The store name is pre- 
sented in single letters mounted on 
individual blocks that stand out 
boldly both day and night. 

The large front display window 
sweeps in along one side and across 
the back of the entrance. A smaller 
window on the right juts out across 








THE BIG SHOE NEWS 
Gor Saxony, and Summer! 


CONVERSE 


new fabrics +++ few colors Sat 
plus the sales<proven standards 
of previous seasons. Whether 

it’s Coolettes, C Is or all- 
purpose Canvas footwear, make 
Converse your major line for 
Spring and Summer selling. 
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Let these high-stepping 
ballerinas lead your sales parade. 
Designed for multiple sales. 
Washable by hand or 
machine. Exciting 

every step of 

the way. 


For the whole family. 

Feature the proven 
Converse UNI-MOLD 
construction. New 
styles and colors. 
Converse quality 
means extra 

pairage 

for you. 


For indoor sports and 
Ba outdoor use. Only in 
(SX Converse will you find the 
TRIPLE ‘C’ COMFORT 
CUSHION ARCH. 
Trade-up with Converse 
quality for extra sales. 


" CONVERSE RUBBER COMPANY wavocn as, wassacnuserts 


Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. 


ae ee 


100 Freeway Blvd., So. San Francisco « 241 Church St., New York 13, N. Y. 





the entranceway. The door opens 
from the side, between these two 
windows. 

The floor area in each window is 
covered with rose beige carpet, 
against which shoes can be shown 
effectively. Gold curtains form the 
backdrop for the windows which 
are illuminated by overhead con- 
cealed fluorescent fixtures. 

The firm’s main store is located 
at 54 James St. North. The first 
branch was established at 335 
Ottawa St. North seven years ago 
and another outlet was opened in 
St. Catharines, Ont. three years 
ago. 

The new shopping center store 
carries high quality men’s and wo- 
men’s shoes by nine leading mak- 
ers. Smart interiors, efficient stock 
control and careful fitting are the 
keystones on which Burt’s is build- 
ing a rapidly growing business. 


Big City Merchandising 
Pays Off in Small Town 
[CONTINUED FROM PAGE 57] 


and bring out variations, not only 
in seasonal change but in cate- 
gories of shoes. Dress styles are 
highlighted in displays one week; 
casual styles the next week. 

A hodge-podge each time is 
avoided and instead a more fre- 
quent change is the goal. If the 
show windows are devoted to dress 
shoes, the interior display is in 
casual and sport wear—and vice 
versa. 

Mr. Buster considers it unprofit- 
able to skimp on the investment of 
a few dollars to provide seasonal 
backgrounds and foliage to high- 
light a display. 

The store is departmentalized. 
An example is the arrangement of 
six different departments in ladies’ 
shoes determined by heel height 
and style classification. A similar 
system is carried out in children’s 
and men’s shoes. 

Departmentalizing enables Bob’s 
Shoes to analyze the stock for 
proper markups and proper turn- 
over. Each category shows how 
many shoes are bought, how many 
sold, and whether or not a certain 
classification is carrying its load. 
If it is not, changes are made. 

Asphalt tile floors, rug runners, 
a shoe fitting section of modernistic 
upholstered wood chairs all add up 
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to a prestige look for the store 
within a modest budget. Mr. Bus- 
ter built his own shelving and his 
own trims. For a background in 
wall decorations he used a fourth 
of a circle curve on a wall papered 
in brown pebble grain paper. In 
this background are set two scal- 
loped shadow boxes as a focal point 
for style attention. 

The shadow boxes face the cus- 
tomer as she steps into the store 
and highlight any shoes placed in 
them. The owner reports they 
definitely boost sales. 

One type of shoe, a small child’s 
foot builder that carries an ankle 
support wedge built into it to sup- 
port weak or rotating ankles, is an 
important source of volume for 
Bob’s Shoes. The shoe builder car- 
ries a modest markup and is not 
profitable when considered strictly 
from this angle, says Mr. Buster. 

This Texas dealer maintains that 
the children’s volume is the back- 
bone of the shoe business. Foot 
aids, while actually time-consum- 
ing, are profitable because they se- 
cure the children’s business. Of- 
fering this service at a reasonable 
price gets the trade of the rest of 
the youngsters in the family, says 
Mr. Buster, and of the parents also. 

File indexing of children’s shoe 
sizes is a source of sales. A per- 
sonalized card on each child is used 
to send reminders to the parents 
when a child is due to outgrow a 
certain size of shoe. When the 
change is due the suggestion is 
made to the parents to bring in the 
child and have his size checked. 
The personalized card provides a 
mailing list for birthday cards and 
is part of the contact made with a 
family all through a youngster’s 
shoe needs. 

The stock control sheet used in 
the store is for individual styles in 
the store and is effective in con- 
trolling buying and turnover. 


Inside Shoe Business 
[CONTINUED FTOM PAGE 59] 


It may be argued that the mer- 
chant with the lower prices (and 
particularly in shoe business) must 
by necessity sacrifice some essential 
services to the customer—such as 
care in fitting—in order to achieve 
volume and turnover. That may be 
true. But again, this is something 
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to be decided by the customer and 
the merchant himself, and not by his 
competition. If some customers are 
willing to sacrifice services for price 
(and this is age-old), then the pref- 
erence is their privilege. If the mer- 
chant prefers to run such an opera- 
tion (believing he is giving a fair 
deal to the customer, and also making 
a profit), that too is his privilege. 

The solution to the age-old problem 
of competing with the price-cutter 
is also age-old. If price is the main 
factor by which a store operates its 
business, then it must be prepared to 


stand the gaff of harsh price com- 
petition. Those who live by the 
sword must be prepared to die by the 
sword. The alternative is obvious: 
create demand and appreciation for 
factors which put price interest in a 
secondary position in the consumer’s 
mind. Many shoe stores have built 
successful businesses by this policy. 
For example, by emphasizing quali- 
fied fitting services, branded or qual- 
ity products, and other features 
which build store reputation and cus- 
tomer appreciation of store values 
offered beyond prices alone. 





shaw 
sales were UP 18% for 1957! 


FEATURING THE EASY WALK- 

ING AND LONG WEARING BLACK 

SULVA TRAX SOLE, plain toe, 3-eyelet 
pattern in black Cossack leather, black 
welt with white stitch, steel arch, Nylon 
stitched, right and left quarters, on our 
No. 3 Combination last. IN-STOCK to 
retail at $10.95. Also in brown 

as #371. 


WRITE TODAY 


Shaw sales figures continue to 

climb, as more and more retailers 
join the ever-growing list of Shaw 
users. These smart retailers 
checked the facts — and found 
only Shaw shoes give them that 
unique combination of quality at 
a sensible price! 

These features build our sales 
——and they'll build yours too! 
Fine fitting combination lasts . . . 

fresh styling .. . fine crafts- 
manship . . . national ad- 
vertising in FOUR lead- 
ing men’s magazines ... 
plus Shaw's unique Trade 
Builder way of supplying 
you with OVER-NIGHT DE- 
LIVERY from our over 60 
distributors, serving every 
county in the country — 
your inventories are low, 
your profits high! These 
Shaw features, with shoes 
at a moderate price, mean 
dollars in your pocket! 


NATIONALLY 
ADVERTISED IN — 


POPULAR 


for the name of your nearest 


—— 





Shaw Trade Builder distributor 
and new IN-STOCK catalog, 
showing our complete line of 
men’s casual, dress, work and 
comfort shoes. 


M.T. SHAW, Inc., 
Coldwater, Michigan 
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New Products 





Automatic Rib-laying 
and Cut-off Machine 


A NEWLY designed flex rib lay- 
ing machine, which lays the welt 
lasting and sewing rib in one con- 
tinuous operation, while controlling 
the positive margin as desired, was 
shown for the first time at the Fac- 
tory Management Conference in 
Cincinnati by the Prime Manufac- 
turing Company of Lynn, Mass. 
Simplified, compact and with few 
moving parts, the new machine em- 
bodies heat sealing and automatic 
rib cut-off. It is extremely easy to 
operate. 

At Cincinnati, the firm also 
showed what is described as an im- 
proved Tri-Flex rib which is so con- 
tructed that it has no outside mar- 
gin to contend with, thus being 
ideally suited for use in the newly 
developed machine. Firmly bonded, 
says a company spokesman, the new 
rib eliminates the possibility of 
stitching underneath the rib or 
cores, with consequent freedom 
from air pockets. Claimed for this 
new type of rib is complete flexi- 
bility of insole without tension 
when flexing. 


High-Strength Women’s Heel 
AFTER two years of research, 
the Iron Wood-Compo-Heel Co. has 
developed a women’s high heel that 
contains no metal but is claimed to 
be as strong as iron. The heel is of 


a plastic and wood waste composi- 
tion. It is said to be strong enough 
not to break when caught in grat- 
ings, etc., but at the same time will 
take nails at the top and at the bot- 
tom without cracking or bulging. 

The company offers to make pro- 
duction samples for any heel or 
shoe manufacturer who will send in 
a pair of heels in one size and style. 
These samples may be tested in any 
way desired. Production of the 
samples will take about nine weeks. 
Sample heels should be sent to 
Wildorsan Services, 4 Summit 
Drive, Hingham, Mass. The com- 
pany does not sell to retailers. 

The Iron Wood-Compo-Heel Co. 
will make heels 24/8 and 28/8 and 
down to % inch across. Colors, 
both opaque and translucent are 
available, as are pearlized, two- 
color and multi-color effects. 


New Plier Stapler 


A PLIER STAPLER, the Zenith, 
that eliminates the cumbersome, 
one-at-a-time method of stapling 
bows and other ornaments to wo- 
men’s shoes, has been put on the 
market. Easy, one hand operation, 
an unusually deep set fulcrum, a 
small head and a large staple load 
make it a good tool for restyling 
shoes in retail stores. The price is 
under $5. Zenith staplers are avail- 
able from local supply houses or 
from Staple Sales, 176 Sixth Ave., 
New York 13, N. Y. 


Plastic Shoe Wrapper 
For Manufacturers 

PLASTIC packaging of shoes at 
the manufacturing source is pos- 
sible due to a machine developed by 
the Mehl Manufacturing Company 
of Cincinnati, Ohio. The firm uses 
the same techniques now applied 
throughout the textile industry and 
also for such varied products as 
frozen pizza and phonograph rec- 
ords. 

The machine packages any size 
shoe in a re-usable, open-end poly- 
ethylene bag. This wrap replaces 
the customary tissue wrap for the 
individual shoe. The manufacturer 
claims it offers a saving both in 
labor and materials. The plastic 


bag makes it possible for the re- 
tailer to show the customer the 
shoe while it is still protected. It 
also gives the customer a useful 
container for packing shoes for 
travel. 


Plastic Bottom Filler 

THE AKRON Plastics Division, 
of The Linen Thread Company, Inc., 
reports the development of a new 
plastic bottom filler for cushioning 
shoes and making them lighter and 
more flexible. 

The new bottom filler is called 
Akron 101-1. According to D. H. 
Spitzli, who heads the plastics divi- 
sion, it is a remarkedly durable 
vinyl plastic foam that will with- 
stand impact and prolonged wear 
while retaining its cushioning re- 
siliency. In addition, it is impervi- 
ous to water, immune to rot and 
mildew, and unaffected by acids or 
perspiration. Its weight is half that 
of cork, a material commonly used 
as a bottom filler in higher priced 
shoes. 

“Akron 101-1 is so inexpensive 
that it can be used in shoes sold in 
practically any price range,” Mr. 
Spitzli said. 

The new material is bright orange 
in color, and is sold in sheets, which 
can be speedily cut to any desired 
shape on regular shoe factory 
equipment. 


Snow-Proof “Free Samples” 


THE SNOW-PROOF COMPANY 
of Livonia, N. Y., is offering small 
cans of Snow-Proof marked “Free 
Sample” for retailers to pack in 
with customers’ shoes. The small 
cans are available at $14 a gross. 
Snow-Proof is a_ waterproofing, 
leather protecting preparation. 
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Review of the 
Retail Trade 


[CONTINUED FROM PAGE 64] 
tail trim, such as faille bow, buckle, 
jeweled button or silk and pearl 
poufs. In all stores, the pointed 
lasts and the stiletto heels in 18/8’s 
to 24/8’s are most in demand. An 
exclusive shoe salon reported fine 
response to a promotion of “red- 
shoe red” leather slings with open 
pointed toe and bow detail, selling at 
$19.95. Another retailer said that 
black patents and blue calf with peau 
de soie trim in both stiletto and mu- 
ral lasts have been important sales 
items in his shop, retailing at $18.85. 


Profile: National Shoe 
Stores’ Top Management 


[CONTINUED FROM PAGE 46] 
clerk, at the unheard salary of $65 a 
week; but he didn’t take it! Instead, 
he went to work with Joseph Siegel 
... helping out in all phases of the 
varied business of auctioneering, 
jobbing and finally retailing. In 
1921, he became a partner in the 
auction end of the business 
handling shoes only. 

He has been with National Shoes 
ever since the acquisition of the 
first store. Over the years he has 
worked ceaselessly for the success 
of the company and the welfare of 
all its people. He has proved the 
success formula. 

Joseph Siegel’s three sons com- 
plete the quartet. Irving T. Siegel, 
the eldest, went out on his own.. 
into an independent shoe venture in 
Nyack, New York; but in 1932, Na- 
tional Shoes bought out his store 
and he came back into the fold. He 
is vice-president and _ divisional 


merchandising manager of all wo- | 


men’s shoes. 


Mac M. Siegel is treasurer, secre- | 


tary and director of National Shoes. 
He will tell you that he was born in 
the back of the shoe store at 92 
Broome Street in New York City, 
in 1904, and hasn’t gotten out of 
the shoe business since. He is in 
charge of real estate and public re- 
lations. 

Fred Siegel, the youngest of the 
brothers, joined the company in 
1938. He is vice-president, in 
charge of sales. 

Once a week, Lou Fried sits down 
with his brothers-in-law ... Irv, 

[CONTINUED ON PAGE 90] 
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Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H.Ross & Sons Co. 


Chicago 22, Illinois 











YEARS 


of beating last year’s figures with 
Dr. Posner children’s shoes 


That’s the story of Levy’s Shoery, Monticello, New York! 


Year after year increases, with a $3,000 spurt in 1956! 
Want to build steady, sizeable increases with children’s shoes? 
Write, call or wire for complete information about 


a Dr. Posner franchise in your trading area. 
DON'T MISS THE DR. POSNER SPRING AND SUMMER LINE 


ON DISPLAY AT THE NATIONAL SHOE FAIR, OCTOBER 27-31, 
ROOM 897-898, PALMER HOUSE, CHICAGO. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N. Y. 





| Mac and Fred... and they discuss 
| all the important immediate and 
long range problems of the busi- 
ness. Action is taken only after a 
unanimous decision has been 
reached. 

These men have great hopes for 
| National Shoe Stores. They are 
| looking to and building for the fu- 
| ture with a program of expansion 

and modernization based on the 

| original concept of the business— 
| eg. “Building a group of retail 
10-3. asco 4.95 stores that would have the advan- 
4.95 tages of mass purchasing and dis- 
| tribution and, at the same time re- 

tain the warmth, interest and per- 
Everybody loves the gleaming sonalized service to the customers 
black patent shell fashioned ... Satisfying all of their require- 
on the famous taper toe last. ments.” They hope to add an aver- 
} age of ten stores a year, in the best 
locations—whether downtown, sub- 

| urban, shopping center or roadside 

—catering to the shoe needs of the 

customers, wherever they may be. 


8000-19 


3-5 ABC 


In the annual report for the fiscal 
| year, ending August 1957, Lou 
| Fried indicated: “Success in the re- 

tail business generally and in the 

highly competitive shoe business 

particularly, requires constant 

recognition of and adaptation to 

changing shopping habits and shift- 

3-5 asc 4.95 ing populations. This is a basic 
foundation of your company’s long 

8000-20 range expansion and modernization 
10-3 AscD 4.95 program. Following the movement 
4.95 of populations to the suburbs of the 
big cities, we have opened a ma- 

jority of our new stores in choice 

: Weg suburban shopping centers for 
Here are three outstanding bow r greatest traffic and maximum vol- 
patterns for Easter. Anticipating ume. While these shopping centers 
your needs, we ore prepared now, : are important factors in our store 
~ over fast service for your development project, we have not 
SnTer eee. neglected ‘Main Street’ in down- 
town sections of major cities and 

towns. Several new downtown 

IN STOCK stores were established during the 

24 HOUR SERVICE—IN TIME past year, while a number of older 

FOR EASTER SELLING units were replaced in more desira- 

ble locations.” 


i 4 The second generation is begin- 
r nN ning to take its first step into the 
by National Shoe Stores operation. 


Irving’s son, Tom, has already 


10-3 AscD 4.95 
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served his apprenticeship. Mac 


e Sy has two sons... one of them is 
~ > in the Army and the other in col- 


lege at the present time; and Fred 
has a son. It is hoped that some 
| day all of them will come into the 


VIRGINIA SHOE COMPANY, INC., FREDERICKSBURG, VIRGINIA Biante 





Write or wire collect 
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Front row, left to right, Al Perlstein, Perlstein and Sons, Inc., corresponding 
secretary; Leo Goldstein, Leo Shoe Company, vice president; Mitchell Gralnick, 
Gralnick Shoe Company, president; Bernard Landau, Goldstein Shoe Company, 
treasurer; and Herman Green, Ben Rosenberg Shoe Company, recording secretary. 
Members in back row are, left to right, Fred Bernatz, Tober-Saifer Shoe Company; 
Ben Rosenberg, Ben Rosenberg Shoe Company; Delvin Reiss, General Shoe Jobbing 
Company; Harvey Oberman, M. A. Oberman & Sons; Al Mankofsky Shoe Company; 


Sid Meyer, Meyer Shoe Company; Max 

Sam Aronoff, Aronoff Shoe Company; 

ST. LOUIS—A new association of 
shoe men, organized to help pro- 
mote new interest in St. Louis as a 
shoe market, has been formed here. 
Known as the St. Louis Shoe Whole- 
salers, the group plans to use its 
combined facilities to help stimu- 
late St. Louis as a market. 

Limited at present to shoe whole- 
salers, the group may eventually 
expand its membership to include 
representatives from ready-to-wear 


Alper, Alper-Steinberg Shoe Company; 
and Monte Mathis, |. Mathis & Sons. 
and other soft goods fields. 

Mitchell Gralnick, Gralnick Shoe 
Company, was elected president at 
the association’s formal organiza- 
tion meeting. Leo Goldstein, Leo 
Shoe Company, was named vice 
president; Bernard Landau, Gold- 
stein Shoe Company, treasurer; Al 
Perlstein, Perlstein and Sons, Inc., 
corresponding secretary, and Her- 
man Green, Ben Rosenberg Shoe 
Company, recording secretary. 





Cramer to Chair PPSSA 
Women’s Dress Shoe Group 


NEW YORK—Joseph J. Cramer, 
Wohl Shoe Company, St. Louis, has 
been named Chairman of the Popular 
Price Shoe Show of America 
Women’s Dress Shoe Committee, suc- 
ceeding Louis Shindler, Morse Shoe 
Stores, Boston who had headed the 
group for the past year. Myer Saxe 
of Kesslen Shoe Company and Al- 
fred L. Morse of Morse Shoe Stores, 
Co-Chairmen of the PPSSA Fashion 
Executive Committee, in making the 
announcement, also made known sev- 
eral additions to the five PPSSA shoe 
style committees. 
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Roos Brothers Purchased 
By Atkins Clothing Company 


SAN FRANCISCO—In a multi- 
million-dollar deal the Robert S. At- 
kins Clothing Co., has taken over 
the ownership of Roos Bros., Inc. 
The Atkins Company purchased 98 
per cent of the Roos Bros. stock at 
a price of $70 a share, making it 
a $3.4 million deal. 

The purchase unites two of the 
largest clothing store organizations 
in Northern California with a total 
of 15 stores. Robert A. Roos, Jr. 
whose family founded the Roos Bros. 
firm in 1865, will continue to serve as 
chairman of the board. 


Human Relations Study Fund 
Given by Joseph Kaplan 

BOSTON — Joseph 
Newton Centre, President of the 
Colonial Tanning Company, has 
given the Boston University Human 
Relations Center an additional gift 
of $9,500, President Harold C. Case 
of the University announced. 

Part of the gift will go to con- 
tinued support of the “Joseph Kap- 
lan Project in Human Relations 
Educations,” which provides train- 
ing sessions in human relations for 
the faculty and administration of 
three associated institutions, Emer- 
son College, Bradford Junior College 
and Lowell Technological Institute, 
as well as Boston University’s Sar- 
gent College and College of Indus- 
trial Technology. 

Mr. Kaplan is vice chairman of 
the board of governors of the Uni- 
versity’s Human Relations Center 
which became active in the fall of 
1953. Its focus, in the broad spec- 
trum of human relations, upon 
the problems of change in relation- 
ships within small-group, organi- 
zational and community settings. 


Kaplan of 


is 


Detroit “Shoe Tree”? Chain 
Opens New Children’s Outlet 
DETROIT—The Shoe Tree, local 


independent shoe organization es- 
tublished about five years ago by 
Robert M. Cook, is opening a new 
vnit at 28851 Plymouth Road in the 
west side suburb of Livonia. Like 
the parent store at 21629 Grand 
River Avenue, in Redford, which 
remains headquarters for the grow- 
ing chain, the new unit specializes 
in children’s and teenage shoes. 
Manager of the new store is John 
Cokian, who was a traveler with 
the Hood Rubber Company in Mich- 
igan, and with the Edwards Shoe 
Company. Cokian’s avocation as an 
artist is bearing fruit in the deco- 
ration of the new store, which he 
has done himself, featuring exten- 
sive use of cartoon themes in color. 
The Shoe Tree also operates the 
shoe departments in Himelhoch’s 
leading specialty store, both down- 
town and in Northland Regional 
Shopping Center. Under the ex- 
panded setup, John Urso remains 
as general manager of the Grand 
River and the two Himelhoch units, 
while the new Livonia store is op- 
erated separately, by Cokian. 





Chemise Seen Dominant For Fall, 1958 





A Shorter Hemline—Often Knee-Length—Accompanied by the 
Eclipse of the “Sack” Are Forecasted by the PPSSA’s Weston 


NEW YORK — The so-called 
“sack,” so dear to the hearts of 
fashion critics and pundits, is giv- 
ing way to the shorter chemise ac- 
cording to Doris A. Weston, fashion 
director of the Popular Price Shoe 
Show. 

Speaking at an advance fashion 
forecast for the fall-winter season 
Miss Weston said, “The sack has 
been replaced by the shorter chemise 
developed in a galaxy of startling 
new shapes. The accepted chemise is 
some form of a straight dress with 
a suggestion of a light fit, or a break 
in the line.” Miss Weston added that 
the shorter hemline—often as high 
as knee-length—also has been ac- 
cepted. 

Summarizing ready-to-wear fab- 
rics for fall and winter ’58 Miss 
Weston discussed mohairs in a num- 
ber of treatments; brushed effects, 
shetlands, bouclés and herringbone 
weaves in coatings and suitings; 
knits and jerseys in dresses and 
sportswear; also many new jacquard 
effects, warp prints, paisleys, tapes- 
try types and cut velvets; many 
patterns with border effects, very 
adaptable to the Chemise look. 

The importance and variety in 
ready-to-wear colors and in the new 
dress silhouettes were dramatized 
in a strikingly novel and effective 
method of display, designed by Miss 
Weston. Color families chosen by 
the PPSSA style experts included: 
rusts—carrot to copper; greens— 
olive to moss; golds—mustard to 
amber; browns —rich and clear; 
reds—pimento to rosy; blues—teal 
to royal. 

“Color is the big news for fall,” 
said Helen Joseph, PPSSA shoe coor- 
dinator, in discussing highlights in 
shoe styles for the coming fall and 
winter. Pointing to the playing down 
of black in apparel and the impor- 
tance of the all-one-color or cos- 
tume look, she noted the fashion 
rightness of a shoe in harmonizing 
color. 

In silhouettes, pumps will be the 
undisputed leader but a wider variety 
of patterns will provide extra pair- 
age. The chemise silhouette and the 
shorter skirts are, according to Mrs. 
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Joseph, “a compelling reason for the 
popularity of strap and tie patterns.” 
The T-strap, in both closed and open 
back patterns, promise to be even 
better for fall than they were this 
spring. Both tapered and pointed 
lasts will continue to grow in impor- 
tance. At high fashion levels varia- 
tions, such as squared-off, flattened 
and slightly walled shapes, will be 
variations of the pointed toe. 

Delicate, fine graining and new 
boarded effects will be the important 
textures in leathers. Silky two-way 
suedes will be used in sports, casuals 
and dress shoes. Dressy types of 
fabrics will be the most important. 
Prints on dark grounds will be pro- 
moted for early fall. There will be 
more interest in linings both leather 
and fabric, in many prints and solids. 
In dress shoes, colored satin or kid 
will add eye appeal. 


Slim-Heel Pumps Complement 
Cotton Chemise Leggy Look 








An echo of the “debutant slouch" of the 
Twenties vibrates in a chemise dress 
worn by Miss Jean Carter, 1958 Maid 
of Cotton. Striking stripes in orange 
and blue tones alternate with white on 
this Junior Sophisticate dress in Herbert 
Meyer cotton. Pointedly in balance with 
the chemise leggy look are the simple 
pumps on pencil slim heels in comple- 
menting colors by Accent Shoes. 


Chemise Seen Aid 
To Mid-Heel Sales 


ST. LOUIS—The popularity of the 
chemise offers a peg upon which the 
shoe industry can hinge its promo- 
tion of the mid-heel as a fashion 
item, Dave Evins, shoe designer, told 
the St. Louis Fashion Group at a 
recent luncheon meeting. Similarly, 
the mid-heel can be promoted with 
shorter skirts, he said. 

Shorter skirts, which call atten- 
tion to legs and consequently shoes, 
also mean patterned footwear will 
be more important than ever, Mr. 
Evins remarked. By “patterned” he 
meant silhouette more than treat- 
ments... in other words, a growing 
importance for T-straps, criss-cross 
themes and instep straps. 

While lauding the mid-heel with 
its inclusive trend toward broader 
or firmer bases, Mr. Evins does not 
see it as a replacement for higher 
heels. Nor does it replace thin heels. 
“The thin heel,” he said, “has been 
disastrous; a source of trouble for 
customers, retailers and manufac- 
turers. But women like them and we 
have just gotten to the stage where 
we can cope with the problem. New 
developments have eliminated much 
of the breakage. So, why should we 
drop the thin heel now? I do feel, 
however, that straight Cuban breast- 
ing should replace curves in higher 
heels.” 

Continued life for the pointed toe 
silhouette also was predicted by Mr. 
Evins. “It will continue for another 
two seasons at least,’”’ he said. How- 
ever, he added, there will be new 
things coming out of this trend... 
in addition to the squared toe and 
chiseled versions that already have 
been introduced. 

Queried by the audience as to the 
limitations of the soft shoe idea, 
the New Yorker said “lower heeled 
shoes should carry soft treatments; 
softness of texture, softness of sole 
as the public acceptance of rubber 
proves. Higher heels, on the other 
hand, must have semblance of shape 
and form.” 

Asked by another Fashion Group 
member whether the trend to color 
in ready-to-wear and accessories 
would continue for fall, Mr. Evins 
replied: “After the Red Shoe Red 
promotion I’m all for any color that 
has a reason for existing and is 
pushed by fashion magazines.” 
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Canadian Men Remain Miserly Shoe Consumers 


TORONTO—For many years shoe 
retailers have entertained the hope 
that some day Canadian men would 
become as shoe fashion conscious 
as Canadian women. If one may 
judge from the experience of the 
last seven years, however, it’s going 
to take a long time, Bill Cranston, 
vice president of the Shoe Corpora- 
tion of Canada, said recently. 

True, per capita shoe buying by 
men has climbed 11 per cent since 
1950 but, in the same period, women 
have stepped up their shoe buying 
12 per cent. Holding their own 
wouldn’t have been too bad, but the 
gap was so big to begin with. Males 
over the age of 10 are still buying in 
Canada an average of only three 
pairs of shoes every two years while 
females in the same age group buy 
over eight new pairs every three 
years—over 70 per cent more. 

Even the co-called conservative 


Britishers are more shoe conscious 
than their Canadian cousins. A re- 
cent survey shows that the average 
resident of the United Kingdom buys 
14 per cent more leather shoes per 
year than Canadians, while citizens 
below the Dominion’s southern bor- 
der buy 40 per cent more. 

“Advent of style and color variety, 
has sparked the modest 11 per 
cent upswing in Canadian men’s 
shoes buying,” Mr. Cranston said, 
“and there is every prospect that the 
same trend will soon ensure much 
broader acceptance of the so-called 
dress casuals. 

“But,” he concluded, “if Canadian 
men are really to be properly shod, 
the ladies are going to have to give 
the leadership. They may not buy 
our shoes for us—not right away, 
that is—but one of these days the 
female of the species may lay down 
the law.” 
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Color Ads Win Place in 
Hecht Promotional Plans 

BALTIMORE—An experiment by 
the Hecht Company with color news- 
paper advertising to promote shoes 
has proved so successful that color 
has a new and important place in 
future ad scheduling, according to 
Morton P. Tucker, buyer. 

The company took a full-page, 
full-color ad in the Baltimore Sun- 
day Sun to pitch a $4.99 logroller 
moccasin vamp with wedge heel 
produced by the Oriole Shoe Com- 
pany of Baltimore. This is believed 
to be the first time in Baltimore that 
a full page in color has been devoted 
exclusively to shoes. 

Response was so substantial that, 
pending the outcome of another test, 
greater future emphasis will be laid 
on color. The other test: 
of the promotion in black and white. 
Hecht Company operates 
town store with three branches. 


a re-run 


a down- 


Here's Proof That Style and Comfort Can Carry a 


Small Price Tag... Average Selling Price of 
J. W. Carter's Broadway Line $8.95 — $9.95 


This is just an example of a complete men’s shoe 
line that can build new traffic and pile up new profits 
for you. For the full story write for catalogue. 


BROADWAY LINE 

STYLE 2349 
Ox-blood, flat seam four-eyelet 
blucher moccasin with French edging 
around plug and the quarters. Leather 
insoles and outsoles, Barbour storm welt, 
rubber heels. Ski last. D 5/12. 
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J. W. CARTER COMPANY 


P. O. Box 30 


Nashville, Tennessee 





Wide Range of Products 

NEW YORK—FExhibits at the Al- 
lied Shoe Products Show covered a 
wide range of products for lasting, 
soling, heeling, lining and orna- 
menting shoes. In addition, there 
were upper materials including 
both synthetic materials and fab- 
rics. 

The materials evolved in chemi- 
cal laboratories were of special in- 
terest. There were simulated leath- 
ers of many kinds, including per- 
forated types, ostrich, frog and 
shrunken and embossed grains. Ex- 
tremely successful was simulated 
fur for winter boots—and, inciden- 
tally, for coats and coat linings—a 
new development. 

The new “fur” has the mixed 
coloring of real fur and has guard 
hair. Moisture can be shaken from 
it just as from real fur. 

Makers of non-woven materials 
to be used as plumpers and fillers 
showed a printed sock lining of this 
non-woven material ready for the 
shoe manufacturers to put into the 
shoe. Another manufacturer had 
also provided the same assembled 
and printed lining for the upper of 


Exhibited at Allied Show 


the shoe. In addition, this company 
is prepared to sell their non-woven 
material directly to the shoe manu- 
facturer for shaping and cutting 
for use as counter pockets. 

In soles the big interest remained 
ribbed and “Ripple” soles. A wide 
range of colors is available in the 
ribbed soles but the preference con- 
tinues to be for the natural color. 
New extremely light weight soling 
materials were introduced. 

Elasticizing, both in backings and 
in gorings, was interestingly used 
in men’s, women’s and children’s 
shoes. Goring used as a binding 
around the topline of a sweater 
pump had been dressed up by the 
addition of satin actually woven 
into the braid. 

Fastenings included a new kind 
of adjustable slide fastener; a nar- 
rower buckle for the new very nar- 
row straps in women’s shoes and a 
buckle with a groove for the tongue 
to serve as protection to the stock- 
ings. 

There is great variety in orna- 
mentation. Soft bows have been 
much talked about and these are 





Doggonedest 
most comfortable shoes 


you ever wore 
Pigskin 
Hush 
Puppies 


by WOLVERINE 


Here’s the shoe you’ve been wanting to crack men loose 


from their buying rut! The 


faster, easier than ever before. Why is this so? Just put 
on a pair yourself; take ten steps; feel that Pigskin 
lightness and comfort. 3 out of 5 men who try ’em say 


I'll take ’em. 


* Full color ad will appear 
in Saturday Evening Post 


* Plus ads in Life, True, 
Argosy, Sports and others 


* Full Multi-colored merchandising 
kits and sales aids for dealers. 


WOLVERINE SHOE AND TANNING CORP., ROCKFORD, MICHIGAN 


shoe that sells an extra pair 


Wolverine plush Pigskin 
Steel shank, full counter 
Cement construction 
30-iron cushion sole 


Eleven colors carried in stock 





Retailing very profitably at $8.95 





often trimmed with jewels or metal 
ornaments. Jewels in simulated 
antique settings are popular. So, 
too, are buckles simulating hand- 
wrought metal or cut steel. But- 
tons are also liked in a variety of 
types. 

Some exhibits included raffia, 
chenille or other types of pompoms. 
Altogether, the ornaments offered 
a wide choice with the emphasis, 
however, on the dressy and some- 
times luxurious. One interesting 
group consisted of metal settings 
and a variety of stones which could 
be fitted into them, giving the cus- 
tomer the opportunity to style his 
own ornaments. 

Great variety and beauty ap- 
peared in the exhibits. Dressy 
fabrics such as the peau de soies, 
jacquards, failles and ottomans 
were shown in black. Prints, floral, 
paisleys and some abstract designs, 
were shown usually on_ black 
grounds for fall. These were most 
often on silk but there were also 
printed velvets and corduroys. 

Satins, velvets and brocades were 
in beautiful colors. Among novelty 
weaves were tapestry and knitted 
materials. There were some good 
looking tweeds—both silk and wool 
—and a little flannel. Serge, al- 
paca and broadcloth were shown 
in a few lines and offered more 
formal material for daytime shoes. 
A hammered satin, with its dulled 
surface, made a good afternoon- 
into-evening material. Glitter 
threads gave a subdued sparkle to 
a number of dark materials, as well 
as light, for evening and late day 
wear. 


Serling in Charge of Sales 


ANDOVER, MASS.—Arthur 
Serling has been placed in charge 
of sales, styling and promotion at 
the Stuart Last Company with 
headquarters at New York City, 
Ken Holmes, president, said. 


Chuck Wagon Food Planned 


CHICAGO — Chuck wagon meals 
for retailers will be a feature of the 
next show of the Midwest Shoe 
Travelers of Chicago. The showing 
of fall lines will be held May 11 to 
15 at the Hotel Morrison; this is 
the major show of the year for the 
organization. The chuck wagon will 
be set up on each floor of the show. 
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St. Louis Show to Hear 
Neiman-Marcus Director 


ST. LOUIS—Mildred Hill, train- 
ing director of Neiman-Marcus in 
Dallas, will be in St. Louis during 
the Twelfth Annual Fall Showing 
and will address shoe retailers on 
the subject of training sales help. 


MILDRED HILL 


The meeting at which Miss Hill 
will speak is tentatively scheduled 
for late Monday morning, April 28. 
Miss Hill’s wide background in re- 
tailing included several years as as- 
sistant training director at L. S. 
Ayres and Company, Indianapolis. 
She joined Neiman-Marcus in Feb- 
ruary, 1955, and since that time has 
spoken on personnel training before 
many groups and organizations, in- 
cluding the American Society of 
Training Directors. 

She serves as a board member for 
the North Texas Chapter of the 
American Society of Training Di- 
rectors. She holds membership also 
in Pilot International, Fashion 
Group. 


Wyoming Center Opened 
With Full Footwear Section 
CHEYENNE, WYO.—The Town 


& Country Shopping Center has 
been opened in South Cheyenne with 
a complete footwear department 
under the management of Leone E. 
Hebert, Jr. He is a partner in the 
new center with R. W. Brown and 
Maurice Brown, all of Cheyenne. 

Shoes are displayed on pyramid- 
type islands with step-up shelving. 
The department is marked off from 
the rest of the center by a special 
paint. High fidelity music is pro- 
vided for customers. 

Mr. Hebert was formerly a Gam- 
ble store manager in Cheyenne as 
was R. W. Brown. 
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Brochure Gives Clues 


To Teen-Age Volume 


“Miss” Magazine and the Hussco 
Shoe Co. have launched a _ joint 
promotional project aimed at helping 
retailers set up merchandising pro- 
grams for the growing teenage 
market. 

A four-page brochure, written by 
“Miss” editor Jean Carney went out 
this week to shoe stores and depart- 
ments all over the country. Entitled 
“Ten Ways to Sell More Shoes to 
Teenagers,” the brochure details a 
series of merchandising ideas and 
teen relations program which can be 
put into effect simply and quickly by 
the average retailer. 

Miss Carney suggests that the 
retailer promote merchandise in con- 
nection with teen activities. He can 
attract teen business by letting his 
store, or a section of it, reflect teen- 
age interests by such simple methods 
as keeping photos or record album 
covers featuring the top ten singers 
in his area. 

The brochure also illustrates how 
to develop regular teen customers 


Be ‘‘foxie’’.. 


by flattering their young adulthood. 
Methods include a personal charge 
card issued with parental approval, 
or having teens fill out cards to be 
filed away and used for special teen 
mailings, or as reference for sending 
birthday or Christmas cards. Teen 
friendship and sales loyalty can be 
gained, Miss Carney says, simply by 
supplying a bulletin board for 
notices about jobs, social events, 
etc., or by hiring popular teenagers 
to work in the store. 

The novel approach of using a 
consumer magazine editor to contact 
retailers grew out of favorable re- 
action by retailers to Huskies’ ad- 
vertising campaign in “Miss” 
Magazine. 


Two New Units in LA Area 


DOWNEY, CALIF. — Two new 
shoe stores, one for GallenKamp 
Stores and the other for Berland’s 
Shoes, will open in the near future 
in the new Stonewood Shopping 
Center here, where extensive shop- 
ping facilities in beautifully land- 
scaped surroundings are under con- 
struction on a 62-acre site. 


It’s as easy as A, B, C, to Build Sales— 


Build Profits with Foxi ES 


the all-new vinyl sandals for children 
made by the makers of World Famous 


drizzle boots, 


For complete information write 


Coffey-Hoyt Products, 

a division of 

PRINCIPLE PLASTICS, INC. 
Gardena, California 


Red or white 
Sizes 6-11 ~ Retail $2.00 
Sizes 12-4 — Retail $2.50 












FRESNO, CALIF.—A moderniza- 
tion and expansion program has been 
completed at Cashion’s Shoe Store 
in the Fig Garden Village develop- 
ment in Fresno, Calif., at a cost of 
$15,000. The store now has 3,200 
square feet of sales floor space. 

The interior has been depart- 
mentalized, with a separate section 
for each member of the family. The 
section for men and boys is sepa- 
rated from the rest of the store by 
low shelving topped with greenery, 
while the teen age department has 
been provided with old-fashioned ice 
cream tables with white iron chairs. 
In the women’s department full- 
length mirrors have been added. 

The children’s department has a 
merry-go-round to keep youngsters 
occupied while mother is occupied. 
Slides are also provided. The fitting 
section for the children is on a plat- 
form five steps high. The new ar- 
rangements have expedited customer 
handling, promoted increased sales 
and brought in new customers, ac- 
cording to the owners, Jack and 
Becky Cashions. 

The new front, with 40 feet of dis- 





Fresno Shoe Outlet Modernized for Family Selling 


play windows, floor to ceiling high, 
provides a full view of the interior, 
and is proving a stopper for the 
sidewalk throngs. The window dis- 
plays are on snow white carpeting, 
with white and gold fixtures and a 
background wrought iron fence. 





Vogue Shoe Chain Opens 7th 
Store in Houston Area 


HOUSTON — Vogue, a locally 
owned and operated shoe chain has 
opened its seventh shoe store at the 
new Meyerland Shopping Center in 
Houston. Harry Susman, presi- 
dent, said the new store will spe- 
cialize in fashion footwear in both 
dress and casuals—all in nation- 
ally famous brands. 

The new store will be managed 
by Louis Ashe, a veteran of 22 
years in the shoe business. The 
ultramodern building, which util- 
izes glass and Formica in its sweep- 
ing, gracious design, contains over 
5,000 square feet of space. In ad- 
dition to footwear, the store also 
features accessories, including 
matching bags. 
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FIVE STAR 


for BOYS and GIRLS $5- $7 
SEND FOR OUR NEW SPRING-SUMMER CATALOG 






Shown here: the quarter 
(back portion of shoe) of 
a future Five Star style cut 
to pinpoint accuracy to as- 
sure perfect fit, from the 
finest quality leathers 
available. 


SHOES 








FIVE STAR Footwear Company, 43-01 22nd Street, Long Island City , New York 
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Henry Meirs Sets Up Own 
Company as Distributor 


BOSTON—Henry E. Meirs, until 
recently sales manager of the Haley 


Cate Company, Everett, Mass., has 
set up his own company at 179 
Lincoln Street. 





HENRY E. MEIRS 


He will act as distributor for the 


International Needle Company, 
which makes the Leo Lammertz line 
of needles for the shoe industry; 
the Advance Silk Company, with a 
complete line of silk and nylon 
thread and bobbins; and the Rock- 
ford Screw Company, which makes 
the Phillips head wood screws and 
annular thread drive screws. 

Mr. Meirs plans to warehouse 
these items for quick delivery. 





Fontius Shoe Promotes Red, 
Calls on Longing for Spring 


DENVER—“Piping hot red-shoe 
red” in color advertising flashed 
across this city’s dailies in Febru- 
ary with immediate sales response. 

“It was like blasting into spring 
and setting all spring fashions 
afire,” said a spokesman for Fon- 
tius Shoe Company, which began its 
series of red calf pump and sling 
ads on February 16. “It was a way 
of taking women out of those mid- 
Winter doldrums.” 

Harry Butler, buyer for the May 
Co. women’s and children’s shoes, 
said his full page ads of red-shoe 
red, also first appearing on Feb. 16, 
have proven the best means of early 
spring promotions. “Response to 
the color ads and to the ad of red 
calf and black patents has been 
very good. It’s an exciting way to 
promote these shoes especially 
when our climate is so congenial to 
new spring wardrobes.” 
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Ball-Band Strap to Provide 
Height and Fitting Leeway 

A new hold-up strap designed to 
provide height and fitting adjust- 
ments is being introduced in sport- 
ing boots by Ball-Band, Mishawaka, 
Ind. With the use of this new leg 
strap, a fishing boot can be worn at 
three different heights—full hip, 
above the knee, or below the knee. 





The strap loops over the trousers 
belt and the opposite end is equip- 
ped with a safety-snap-buckle that 
attaches to a ring at the top line of 
the boot. This buckle can be opened 
with one hand, should the wearer 
need to kick off the boot in an emer- 
gency. There are also two side 
rings on the boot into which the 
strap can be threaded to hold the 
boot tightly at the thigh or below 
the knee, whichever the wearer pre- 
fers. 

This new hold-up strap is being 
introduced on the Brookluck, a fish- 
erman’s boot. 


New Molded Shoes Shown 


NEW YORK — Another molded 
shoe has been created by the sculp- 
tor, Jack C. Rich. Called “Imprints,” 
it is made from the mold made on 
the future wearer’s feet. Shown to 
the press recently the shoes featured 
fabrics by Dan River Mills, Everfast 
Fabrics and Fuller Fabrics. Both 
open and closed patterns were dis- 
played. Leathers will also be used. 
Prices range from sandals at $50, 
$45 and $35 to $100 for certain 
closed shoes. Included in the show- 
ing was a leather golf shoe. 
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Kendall to Market New 
Shoe Lining Material 


AKRON—A new and different 
shoe lining material is being offered 
by The Kendall Company through 
its Andrews-Alderfer Division. 

Recently exhibited for the first 
time this material, called FABRI- 
cushon® Tri-Ply Lining, aroused 
considerable interest. Developed 
and now manufactured exclusively 
by the originators of FABRI- 
cushon® linings, Tri-Ply consists of 
three plies; a backing fabric of 
sturdy print cloth, an inside ply of 
foamed latex and a surface fabric 
of knitted tricot. The three-ply 
sandwich is formed by pouring the 
foamed latex between the two fab- 
rics and curing all into a three- 
ply material. 

In use, the print cloth side is 
backed against the vamp leather, 
with the tricot next to the foot. 


When used with light weight skins, 
the print cloth acts as doubler and 


inhibitor, taking the strains and 
preserving the lines of the shoes. 

The soft tricot inner surface, be- 
ing of knitted construction con- 
forms to the shape of the shoe with- 
out wrinkling and, with the very 
thin foam layer, provides a hand 
and a feeling of comfort that is 
superior to any lining now in use. 
Thus, FABRIcushon® Tri-Ply Lin- 
ing provides doubler, plumper and 
lining in a single package. 


Curtiss-Wright Markets 
New Synthetic Shoe Foam 


NEW YORK—Curon, a new syn- 
thetic foam developed by Curtiss- 
Wright, provides an insulating and 
cushioning material for shoes and 
boots without adding bulk or weight. 

Feather-light Curon provides su- 
perior insulation against both cold 
and dampness. And, according to 
tests conducted by independent lab- 
oratories, Curon is a full 35 per cent 
more effective as an insulator than 
the finest animal-fiber-textiles weigh- 
ing up to five times as much. 

Curon is soft. It retains its 
shape, and its insulating qualities. 
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Obituaries 











Walter E. Rosenau 


ST. LOUIS—Walter E. Rosenau, 
59, assistant manager of Interna- 
tional Shoe Company’s treasury de- 
partment, died here February 17 of 
pneumonia. 

Mr. Rosenau began his career 
with International in 1922 as a 
bookkeeper in the Peters division. 
He had held the position of assistant 
manager in the firm’s treasury de- 
partment for the past 10 years. 

A member of the Masonic Order, 
the deceased was a Past Master and 
treasurer of Occidental Lodge #163 
at the time of his death. Survivors 
include his wife, Gertrude, and son, 
Robert. 


























































































































Fred E. Brussat 

MILWAUKEE—Fred E. Brussat, 
82, of 1124 N. 25th St., a retired 
shoe store operator, died last month 
at Deaconess Hospital. He was born 
here. 

Mr. Brussat operated several shoe 
stores on the south side. For 25 












































years before his retirement in 1930, 
he had a store at W. National Ave. 
and §S. 22nd St. 

Surviving him are two daughters, 
Mrs. Bernice Boettcher, Milwaukee, 
and Mrs. Glory Bartels, Kansas 
City, Kans.; four sons, Carroll A., 
Wauwatosa; Lee F. and Robert C., 
Milwaukee, and William K., Wheat- 
on, Md., and two brothers, Charles, 
Janesville, Wis., and Arthur, Ridge- 
field, Wash. 


Thomas O. Schields 


MILWAUKEE — Thomas O. 
Schields, secretary-treasurer of the 
Boll Shoe Corporation from 1935 to 
1954, died February 26 at his home 
after a sudden illness. Mr. Schields 
was a native of Wauwatosa, a sub- 
urb of Milwaukee. He was a mem- 
ber of Trinity Episcopal Church 
and several Masonic groups. Sur- 
viving are his wife, Angeline; his 
parents, Mr. and Mrs. Oscar 
Schields, and a brother, John, all of 
Wauwatosa. 


Clarence S. Walker 


WINCHESTER, N. H.—Clarence 
S. Walker, 54, former assistant 
superintendent of the A. C. Law- 
rence Leather Company here, died 
at Elliot Community Hospital, Feb. 
17, following a long illness. 

Mr. Walker was born in Cam- 
bridge, Mass. He lived in Win- 
chester 36 years, serving as town 
water commissioner, member of the 
budget committee and trustee of 
trust funds for 14 years. He was 
a charter member, past president 
and director of the local Kiwanis 
Club and a member of the Uni- 
versalist Church of Cambridge. He 
is survived by the widow, Dorothy 
G. Walker. 





Ernest Eisenberg 


Ernest Eisenberg, 72, owner of 
Byron’s Shoe Stores, died Feb. 22 
after a short illness. Mr. Eisen- 
berg, a native of Hungary, was a 
past president of the Mission Mer- 
chants Association and operated re- 
tail shoe stores on Mission Street, 
in Stonestown and in San Mateo, 
Calif. 
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Style No. 6612 


Horsehide 
Suggested Retail $7.50 




















For Men 
Sizes 6 to 12 


Style No. 8700 


Suggested Retail $9.95 


Style No. 8774 


Suggested Retail $11.95 





For Ladies 
sizes 4 to 9-C wide 


Style No. 9779 


Suggested Retail $9.95 


Style No. 9666 


Suggested Retail $9.95 












Send for Catalog 


GOTHAM SHOE MFG. CO., Inc. 





GOTHAM ouatity BAseBAaLlt SPIKES 
FOR BABE RUTH — 
PONY LEAGUE —LEGION 


Style No. 6700 


Suggested Retail $5.95 


tyle No. 6607 


Suggested Retail $6.95 


Style No. 711 
Suggested Retail $4.95 


ALSO RUBBER-CLEATED 
LITTLE LEAGUE SHOES 


FOR THE PRO AND SEMI-PRO 
Style No. 6634 


Kangaroo 
Suggested Retail $9.95 


GOTHAM <soopvear weit Gott sHoEs 





Binghamton, N. Y. 


MOC-ABOUTS, 





MOC-ABOUTS 


men’s & boys’ casuals 


as advertised next month in ARGOSY 
In Stock 
Nationally Advertised 
Volume Styled Volume Priced 
$5.95-$8.95 


write, wire, or call now for 
complete story! 


NASHUA FOOTWEAR CORP., 
250 CANAL ST., LAWRENCE, MASS. 
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WELLCO SHOE CORP., WAYNESVILLE, N. C. 
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on Welleo’s exe bee sive 


l. P| hon 


tots 





Boot and Shoe Recorder 





NEW CASUALS 


PRICED TO SELL! 
FOOT KING® 


ea 


Goodyear Welts 
in Stock i 


#29453 
in STONE BRUSHED SUEDE 
Men's 6 to 12 B, C, D, 


Light — Comfortable — Smart 


True light weight Goodyear Welts, crepe soles at a price well 


below competition. 


29453 STONE Brushed Suede, Brown crepe soles B,C,D $5.10 net. 
29451 GOLD Suede, Black crepe men's 6/12 D $5.10 net. 
29506 CANYON SAND Leather, Brown crepe 6/12 C,D $5.10 net. 
Nationally advertised. FREE display cards. 
“Foot Kings Make Your Feet Feel Good!" 
See our complete line of SHU-LOKS: ALPINE BOOTS and 
OXFORDS: CUSHION SHOES: RIPPLE® SOLES. 

Complete range of widths A to EEE in men's; 

A to E in boys; according to style. 


Dept. 315, A. S. Kreider & Son Co., PALMYRA, PA. 


There is only one Kreider—Foot King! 





only $5.10 net 





CAN 


CE. 1-4898 
SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandrio Hotel, Los Angeles 
"WHILE IN TOWN SEE WEIL" 


Ye 


CANCELLATION SHOE*STORE OWNERS: 


OVERHEAD 
FOOL YOU 


gas 


The total sales...NOT the kind 
of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 


shoe company 


ton Ave., St. Louis 3, Mo. 
CE. 1-3762 


Quolity Shoes Since ‘32 








Charles Jacobs 


NEW YORK—Charles Jacobs, 56, 
for many years an executive of the 
National Shoe Corporation, died 
last month of a heart ailment. Mr. 
Jacobs was well known in shoe 
manufacturing, wholesaling and 
retailing fields throughout the 
country. 

Mr. Jacobs in early years was a 
part of the family business, J. 
Jacob & Sons, Children’s Shoe 
Manufacturing Company. He is 
survived by his wife, Pearl, a 
daughter, Mrs. Judith Shepard, and 
a brother, Harry Shepard. 


Ted Saval 


LOS ANGELES—One of the most 
famous names in local shoe manu- 
facturing circles passed from the 
scene on February 21 when Ted 
Saval, 68, died as the result of a 
lingering illness. A producer of 
ladies’ high fashion shoes in this 
area for nearly 20 years, he had 
spent a lifetime in the shoe indus- 
vy. 

Saval started his shoe career as 
an apprentice in Europe before the 
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turn of the century. Coming to the 
United States in 1910, he went to 
work as a skilled craftsman in a 
factory in Brockton, Mass. After 
about four years there he left for 
another factory in Philadelphia. 

It was in 1920 that he opened his 
own plant, manufacturing under 
the name of the Saval Shoe Com- 
pany. Saval came West in 1938 to 
open his local factory which he op- 
erated up until a few years ago. 
He sold his firm to General Shoe 
Company and retired. 

Saval is survived by his wife of 
44 years, Ethel; two daughters, and 
five grandchildren. 


Financial News 





Melville January Sales Dip 

NEW YORK—Retail sales of 
Melville Shoe Corporation for the 
four weeks and four days through 
February 1, 1958 were $7,179,354 
compared with $7,281,195 for the 
four weeks and five days through 
February 2, 1957, a decrease of 1.4 
per cent. 


A. S. Beck Reports 11 Per 
Cent Net Sales Gain in °57 


NEW YORK—A. S. Beck Shoe 
Corporation and subsidiaries report 
consolidated net sales of $61,355,- 
115 for the year ended December 
31, 1957—a gain of 11.2 per cent 
over the $55,169,462 net sales re- 
corded in 1956. Sales by the new 
Ansonia division, acquired on Octo- 
ber 1, 1956, are included in the 
prior year only for the last three 
months. 

Consolidated net income after 
taxes for 1957 was $798,559, com- 
pared with $1,037,306 for the pre- 
ceding year. Earnings per common 
share, after payment of preferred 
stock dividends, were $1.49 in 1957, 
compared with $2.05 in 1956. 

Dividends paid in 1957 totaled 
$1.00 per share on common stock 
and $4.75 on preferred stock. A. 
S. Beck directors recently reduced 
the common stock dividend for the 
current quarter, payable February 
17, from 25 cents to 15 cents per 
share. 

This is A. S. Béck’s 118th con- 
secutive quarterly dividend on its 
common stock. 





CORRAL greater 
profits with... 


GODING 


The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








Bauer Shoe Celebrates 89 
Years of Family Ownership 


GREENFIELD, ILL.—Bauer Shoe 
Company observed its 89th anni- 
versary the last week in February, 
at Greenfield, Ill. It is believed the 
oldest store in Illinois under the 
same family ownership and man- 
agement since its organization in 
1869. : 

Founded by Philip Bauer, it is 
now operated by a son, Fred L. 
Bauer. The latter’s son, J. P. Bauer, 
assists in conducting the business. 





Fickett Will Manage 


Special Services, Brown Co. 


Promotion of Roland Fickett, executive 
assistant to the President of Brown Com- 
pany, to the post of Manager of Special 
Services has been announced by Presi- 
dent A. E. H. Fair. Fickett will help 
coordinate the Traffic, Trucking, and 
Production Control Departments, and 
the Maintenance Planning Group. 





| Shoe Man to Underwrite Abe 
| Lincoln Hall at Brandeis 


WALTHAM, MASS.— A Boston 
couple whose lives have been dedi- 
cated to the advancement of Negroes 
and other minority groups will un- 
derwrite at the cost of $75,000 the 
construction of a unique study hall at 
Brandeis University in menory of 
President Abraham Lincoln. 

Mr. and Mrs. Kivie Kaplan, 75 
Hammond Street, Chestnut Hill, will 
sponsor construction of a Lincoln 
Room in the proposed American 
Civilization Center at Brandeis. Per- 
sonal articles and reproductions of 
treasures from Lincoln’s life will be 
displayed in this seminar classroom. 
Surrounded by the memorabilia of 
President Lincoln, students. of 
American history and society will 
work in an atmosphere conducive to 
creative scholarship. 











(imported from Europe 


UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “‘conver- 
sation pieces” that add 
just that right touch to 
any gentleman’s ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For Illustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 


4015 W. Magnolia Bivd. 
Burbank, California 
Jobber Inquiries Invited 











~ The Label with 


a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


BARRETT & COMPANY, INC. 
NEWARK, NEW JERSEY 
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Leather Market Firm But Ordering Slow 





Many Small Orders—Few Large—W ritten at Tanners’ Show; 
Threatened “Softening” of the Leather Market Forestalled 


NEW YORK—The market held 
firm at the recent Leather Show 
here in spite of the so called “re- 
cession.” Prior to the Show there 
was considerable feeling among 
shoe manufacturers that leather 
prices would now tend to soften, 
and that the first important thaw- 
ing would occur at the Leather 
Show. 

The great majority of tanners 
held firm in spite of the inducement 
of quantity sales at lower prices. 
This was one of the significant 
pieces of news stemming from the 
show. Cracks in the leather price 
wall could have started a wave of 
speculative bargaining that would 
seriously disrupt the entire leather 
market. 

The market’s price firmness, 
along with other factors, stimulated 
a surprising amount of small-pur- 
chase orders, plus a number of very 
large orders. This doesn’t mean 
that buying was heavy, but indi- 
cated that there is a low leather 
inventory situation with many shoe 
manufacturers. 

Tanners at the Show expressed 
some concern with this situation of 
“steam building up in the kettle,” 
as one of them put it. Inventories 
all along the line—tanners, shoe 
manufacturers, retailers—are at 
sub-normal levels for this time of 
year as companies and stores are 
trying to hedge cautiously against 
unsettled conditions. But a sud- 
den build-up of consumer shoe buy- 
ing—or even continuation of the 
regular pace of consumer shoe 
spending—could blow the lid off the 
kettle. 

Some indication of this was the 
extraordinarily high amount of 
sampling at the Leather Show. This 
was interpreted by one well-known 
tanner: “Leather buyers are ob- 
viously readying themselves for 
some substantial buying as soon as 
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they regain confidence in the shoe 
markets.” 

But another factor in the heavy 
sampling was the introduction of 
many interesting new leathers and 
new colors; some leathers displayed 
ingenious novelty developments. 
Many of the textured leathers have 
been tanned to a new softness. The 
trend in these leathers is to very 
fine grains. Boarding seems to be 
coming back, too. There are beau- 
tiful reptiles; simulated ostrich; in- 
teresting perforated designs. An 
interesting effect has been achieved 
by some tanners by embossing a 
skin with a pattern and _ then 
shrinking the skin. The result is 
a very definite textured surface 
which lasting cannot pull out. 
Genuine and simulated pigskins 
will be very good; the genuine in 
a rich color range. 





Fred B. Melea Appointed 
Compo Shoe Boston Manager 


Effective February 15, 1958, Mr. Fred B. 
Melea tock over as Boston District Man- 
ager for Compo, relieving Acting Dis- 
trict Manager, James B. O'Brien, who 
resumes full charge of the Compo Shoe- 
making Division in the Waltham office. 
Mr. Melea has served at various times 
as Project Manager on Children's Ce- 
ments and on Men's Cements, as mana- 
ger of the Compo St. Louis office, and 
more recently as product manager in 
charge of machinery for the company. 


There is a strong trend to highly 
polished leathers and the glacé 
types being made by some tanners 
promise to sell very well. The 
glossy finish is being used on both 
smooth leathers and those with sur- 
face interest. Along with these 
some patent leather will sell, espe- 
cially for trims. 

At the other extreme there are 
the matte or semi-matte or dulled 
lustres which have an elegant look 
and are attractive when touched 
with patent leather or satin. They 
can go into very dressy shoes trim- 
med with rhinestones. 

The suedes are, of course, very 
velvety. The new, silky two-way 
naps have gone into a number of 
fall lines. And they are extremely 
supple, light and silken to the 
touch. It is expected that they will 
sell early in all types of shoes in 
bright colors and later on in flats 
and casuals and dress types. There 
are some beautiful prints on suedes. 

Buying was concentrated on 
staple items—staple leathers, col- 
ors, finishes, etc. Said one large 
shoe manufacturer, “While by all 
logic we should now be experiment- 
ing with new ideas to stimulate 
fresh themes in shoes via materials, 
inbred caution makes us stick to 
staple items where risk is small.” 


U. S. Shoe in Capacity 
Production for Ist Half °58 


CINCINNATI — The United 
States Shoe Corporation announced 
at their recent annual stockholders 
meeting that advanced spring book- 
ings will warrant capacity produc- 
tion for the first six months of 1958. 

In 1957, U. S. Shoe located at 1658 
Herald Avenue, Cincinnati, became 
the fifth largest manufacturer of 
women’s shoes in the United States. 
This was an increase of 9 per cent, 
with production of more than six 
million pairs of shoes, over 1956. 

Red Cross shoes are manufac- 
tured by U. S. Shoe. The Joyce line 
is manufactured by Joyce Incorpo- 
rated, a subsidiary. 

The directors and officers of the 
company reelected include: A. B. 
Cohen, president; directors: Joseph 
S. Stern, Sr., Joseph S. Stern, Jr., 
Nathan Stix, W. A. Draper, W. H. 
Joyce, Jr., Harold R. LeBlond, J. B. 
Reynolds, J. A. Sailinger, and J. J. 
Smith, Jr. 





Leather Industries Promote Shoe Sales 


The Leather Industries of America campaign to move more leather shoes before 

Easter is being promoted by a variety of point-of-purchase material with tie-ins 

to ads in national magazines. Included are streamers, counter and window cards, 
and reprints of stories. 


NEW YORK—Leather promotions 
to move more women’s, men’s and 
children’s shoes between now and 
Easter are now under way. They 
were launched by Leather Industries 
of America, in cooperation with 
shoe retailers and department 
stores. 

Now in the hands of retailers are 
more than 15,000 merchandising 
packages geared to specific national 
ad promotions. More than 3,500 
retailers of children’s shoes have 
received kits containing a variety of 
point-of-purchase materials imprint- 
ed with the name of the brands 
they stock. These include streamers, 
counter and window cards, specially 
imprinted balloons for window and 
interior displays, as well as reprints 
of editorial material from the 
March issue of Parents’ Magazine 
showing some of the shoes the re- 
tailers sell. 

In the men’s field, the largest 
promotion in the industry’s history 
will be touched off in the April issue 
of Esquire. Retailers are now 
receiving a detailed, illustrated 
“Promotion Calendar” blue-printing 
separate promotional campaigns for 
the months of March, April and 
May. 

Women’s shoe retailers have re- 
ceived a specific blueprint on how 
to promote red shoes profitably this 
spring. The kit also contains point- 
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of-sale displays, one of which con- 
sists of a card swatched in red 
leather of ten different types and 
textures. The campaign is being 
supported by ads in national cir- 
culation magazines. 


Usage of Shoe Fabrics 
Rising, Figures Show 

NEW YORK—tThe sales of fall 
shoe fabrics hit an all time high 
at the recent National Shoe Fabrics 
Association Show. Figures indi- 
cate an approximate 30 per cent in- 
crease over last year’s sales. This 
means that fall shoe fabrics sold in 
1958 will total an approximate $17,- 
000,000 as against an approximate 
$13,000,000 for 1957. 

Since spring shoe fabrics tradi- 
tionally outsell fall fabrics by 
about 70 to 30 per cent, this in- 
crease reflects the increased im- 
portance of fabrics as a year-round 
shoe material. The Association ex- 
pects 1958 spring-fall sales will 
even out to about a 60-40 ratio. 

Also on the basis of the past 3 
days’ selling, the Association pre- 
dicts that the overall sale of shoe 
fabrics in 1958 will increase by 
about 15 per cent. 1957 sales totaled 
$40,000,000, a 5 per cent increase 
over 1956, and fabrics comprised 20 
per cent of all shoe materials used, 
as against 15 per cent in 1956. 


Amer Celebrates 125 


Year Anniversary 


PHILADELPHIA — The William 
Amer Company of Philadelphia, tan- 
ners, have celebrated their 125th An- 
niversary with the publication of a 
36-page brochure relating the com- 
pany’s history, progress, and per- 
sonalities past and present. 

The Amer Company was founded 
in 1832 by William Amer who was 
then a young man of 28. The busi- 
ness prospered and was handed down 
to Amer’s son, Edward. He headed 
the company from 1875 to 1914, and 
bequeathed his holdings of common 
stock to a group of employees, there- 
by initiating one of the first profit 
sharing plans. 

Following the Amers as president 
were Laird H. Simons, Sr., 1914- 
1936, and William C. Hunneman, 
1936-1950; today Hunneman is 
chairman of the board of directors. 
The present president is Laird H. 
Simons, Jr., who assumed the office 
in 1950 at the age of 32. 


Vogt Retires; 49 Years 
With International Shoe 

ST. LOUIS—Frederick J. Vogt, 
general manager of the Peters divi- 
sion of International Shoe Company 


FREDERIC J. VOGT 

since 1953, has retired after serving 
almost 49 years with the company. 

A native of St. Louis, Mr. Vogt, 
65, joined Peters Shoe Company as 
a stock clerk in 1909. Since then he 
has served in various company posi- 
tions in both stock and sales. In 
1927 he succeeded Henry C. Strib- 
ling as northern division sales man- 
ager, the position in which he sub- 
sequently served for 26 years. He 
was named general manager of the 
Peters division in 1953. 
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iodern: 
Ber | id - 


‘ai TOIWAL UKING! PLE 


self-stick 
FELT PADS 


METATARSALS  ° 


LONGITUDINAL 





SEE YOUR JOBBER OR SEND FOR FREE SAMPLES AND COMPLETE CATALOG 


MODERN ORTHOPEDIC APPLIANCE CO., 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 


Two leading profit- 
makers from our com- 
plete line of foot 


comfortizers. 


All wool felt, scientific- 
ally designed and 
graduated for firm 
support and blissfully 
comfortable resiliency. 
One touch and they 


stick in place. 





ASURE | | 


INC. Cable 








One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS © 
* mare. ee 


Branded Shoes - first quality — 
from outstanding makers 


IDEAL FOR , 
Cancellation Stores 
Drive Ins 

Bargain Basements 


79-81 READE STREET 
Address 


NEW YORK 7 N Y 


ALBARISHOE + Phone WOrth 2-5 








Goes 





Wellco Wins Award | in Hess 
Brothers Design Contest 


ALLENTOWN, PA.—The Wellco 
Shoe Corporation of Waynesville, 
N. C. was selected as The Honorable 
Mention Award Winner in the field 
of Children’s Clothing, Accessories 
& Toys in the 1958 Hess Brothers 
Versatility in Design and Use 
Awards Contest of Allentown, Pa., 
it was announced by Edward Car- 
roll, Chairman of the awards com- 
mittee. 

The award was presented to Well- 
co, manufacturers of the nationally- 
branded “Foamtread” footwear for 
its children’s cowboy-boot slipper on 
the basis of its outstanding multi- 
ple-uses and unique double duty 
service as a playtime type of foot- 
wear. 


Brown Plant Foremen Retire 


ST. LOUIS — Brown Shoe Com- 
pany announced the retirement of 
two veteran plant foremen, Joseph 
Hart, foreman of maintenance at 
the Gravois Supply plant, and Wal- 
ter Burmann, foreman of receiving 
and shipping. Both joined Brown 
in 1917. 
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Dr. Alfred H. Williams 
Joins Armstrong Directors 
LANCASTER, PA.—Dr. Alfred 
H. Williams has become a director 
of the Armstrong Cork Company, 
it was announced by C. J. Back- 
strand, president. He fills the board 
vacancy created by the resignation 
last October of Keith Powlison, 
former vice-president and secretary. 


DR. ALFRED H. WILLIAMS 


Dr. Williams has a background of 
twenty-five years of university 
teaching and administration and al- 
most seventeen years of central bank 


administration. “He 1 was dean of the 
Wharton School of Finance and 
Commerce of the University of 
Pennsylvania when he left that post 
in 1941 to become president of the 
Philadelphia Federal Reserve Bank. 

At the national level, he is on the 
board of the Eisenhower Exchange 
Fellowships, Inc., and the American 
Academy of Political and Social 
Science. He is a member of the 
American Philosophical Society, the 
Wistar Association, and the Ameri- 
can Economic Association. 


Deyo Named by Cobblers’ 


LOS ANGELES—Walter Braun, 
Cobblers’ president, announced the 
appointment of R. L. Deyo as sales 
representative. Mr. Deyo will cover 
the following states for Cobblers: 
North Dakota, South Dakota, Colo- 
rado, Wyoming, Utah and Western 
Nebraska. 

He has been in the selling field 
since 1935 and, for the past five 
years, has been covering the shoe 
trade throughout the Rocky Moun- 
tain and Western States. Mr. Deyo 
replaces Fran Pierpont, who is no 
longer associated with Cobblers. 
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Gil is just as serious about the 
shoe business as he is about base- 
ball and devotes a great deal of 
time to it. During the last two 
years, he has visited thirty-seven 
cities and interviewed more than 
2,000 teen-agers on their fashion 
likes and dislikes. 

When the results were shown, re- 
cently, to A. S. Beck executives, 
they decided to design half of their 
spring line—or fifty new styles— 
for these teen age customers. The 
new A. S. Beck line of shoes for 
teen-agers, based on McDougald’s 
findings, is called “Bouquet” and 
was launched in the stores on 
March Ist. 


McDougald Homers with New Beck Line 


Cooper Is Managing New May 


Company Outlet in Denver 
Baseball player Gil McDougald, ehetnee of the A. S. Beck annual "Designer of wit = ™ 
Tomorrow" contest, has interviewed more than 2,000 teen-agers on their fashion DENVER—Victor Cooper, for 33 
likes and dislikes. His findings have led to the design of 50 new styles termed the years shoe merchandise manager at 


"Bouquet" line. the T. S. Martin Co., a May Com- 

NEW YORK—When (Gil Me- ago, when he was just a rookie ball pany store in Sioux City, Ia., has 

Dougald, Yankee shortstop) is not player. He is now chairman of the been named manager of men’s, wo- 

running bases, he is running sur- A. S. Beck annual “Designer of To- men’s and children’s shoes at the 

veys to ascertain teen-agers’ shoe morrow” contest, where the winner Daniels & Fisher Store here; 

preferences, for the A. S. Beck Shoe receives a two year scholarship to Daniels & Fisher will be absorbed 
Company. Gil joined Beck six years the Traphagen School of Fashion. by May later this year. 





your best way Nationally 


Advertised 


D! Scholls 
SHOES 


to serve 
a big market! 


no": ow’ got OFFICIAL 


wai Sate LITTLE 


qont™ gel ‘ele 


LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-9; 

standard widths. 


$300 


pair 


NET 
F.0.B. Boston 


Athletic Footwear Division 


BERNED SHOE CO. 207 essex street, BOSTON 10, MASS. 


Eliminate fitting problems... 

increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot. 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 

steel shanks. Many styles. 

Moderately priced. 


AAAA .6% to 12 SIZE 

-5 to13 RANGE 

. 4% to 13 

-4 to 13 

. 3% to 13 
to 13 
to 13 
to 12 
to 12 
to 11 
to 10 Style 2367A 
to 10 Black kid blucher. 
to 10 Long Inside counters. 

12/8”’ leather heel 

to 8 with 34” rubber top lift. 
to 8 Also in white. 


EEEEE. 
EEEEEE. 
EEEEEEE. 
EEEEEEEE . 


FSWWWWOWWWWw 


Fast 24-hour in-stock service ... largest size-range in world! 
Some styles 2% to 13; AAAAA to EEEEEEEE 


WRITE FOR CATALOG SHOWING DR. SCHOLL’S MEN’S AND WOMEN’S SHOES 


THE SCHOLL MFG. CO., INC. 


Chicago 10, Illinois, New York 11, N. Y., Los Angeles 58, Calif. 
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The Hollywood Scuff 


That’s Sweeping the Country! 


For the new, the different, the 
exciting, the promotable, in 


Sandals, Casuals, Scuffs, look 


to Lion oe 
first. 











NEW YORK 29, N. Y. 





Sensation | 


FOR GOOD SHOES 


A QUALITY DRESSING 


MELTONIAN 


SELL 





50M Men's Scuff 
Tan, Black, Wine 
Full Sizes 6-12 


50 L Ladies’ Scuff 


Tan, Black, Red 
Full Sizes 4-9 


AGENTS 


INCORPORATED 
400 E. 111th St. 





CREAM 


MANUFACTURED IN 
ENGLAND AND 

USED THE WORLD 
OVER FOR MORE 
THAN 100 YEARS... 


SALOMON & PHILLIPS 


460 FOURTH AVE. - 





NEW YORK 16, N. Y. 








Goodyear Marketing Newly 
Developed Shoe Products 


CINCINNATI—The Goodyear 
Tire and Rubber Company has an- 
nounced marketing plans for a 
number of new shoe products de- 
veloped by company research 
teams. 

The new products included—among 
many others—the Neolite Flex Sole, 
a flexible sole with a soft, sueded 
finish, available in either seven or 
nine irons. The sole can be rolled up 
like a ball longitudinally, yet resists 
lateral flexing. 

The Neolite Strata-Crepe sole— 
manufactured by combining crepe 
with a overlay of Crown Neolite— 
will wear so well that a 12-iron 
Strata-Crepe sole can be used in 
place of a 15-iron ordinary crepe and 
still offer 33144 per cent more wear, 
Company sources said. 

Neolite Edge Finish is an under- 
coat that permanently darkens the 
edge of the sole. It is followed by the 
regular burnished finish. “Cobra” is 
a non-skid, long-wearing, extra-com- 
fortable crepe sole. Made in an orig- 
inal functional design, it is self 
cleaning and will not track dirt or 


March 15, 1958 


mud, Goodyear said. 
Other new or improved Goodyear 


products include the Neolite and 
Super-Cushion heels, and the Jet- 
Lite Heel Base, a new light-weight 
heel base which is damp-proof and 
will not bulge. 





John W. Daggett Joins A. C. 
Lawrence Leather Company 


Mr. John W. Daggett has joined the Mil- 
waukee office of A. C. Lawrence Leather 
Co., it was announced by the company 
today. Mr. Daggett, who is a native of 
Maine, has been in the leather industry 
since 1947. Mr. Daggett will visit ac- 
counts in the shoe and apparel indus- 
tries throughout the Midwest. 


Brown Company Honored as 
National Guard Booster 


BERLIN, N. H.—The Brown Com- 
pany, manufacturer of shoe inner- 
soles and other products, in Berlin 
and Gorham, has been honored for 
its interest in activities of the Na- 
tional Guard. Gov. Lane Dwinell 
presented a certificate of commend- 
ation to the company during the 
formal dedication of Berlin’s new 
National Guard armory. 

The Brown firm, one of the larg- 
est industrial organizations in 
northern New England, extended 
its best wishes to all Guard mem- 
bers in a large advertising layout 
in a dedication section of the Man- 
chester Union-Leader, largest news- 
paper in the state. 


Damon Joins Colonial Tanning 

BOSTON—Kivie Kaplan, Treas- 
urer and General Manager of the 
Colonial Tanning Company, Inc., has 
announced that Harry Damon, Jr., of 
Winchester, has been added to the 
Colonial Staff. He will be working as 
Assistant to Mr. George Silva, who 
is Assistant General Manager. 








SNOW-PROOF lel 


W ater-proofs, Softens 
AROUND 


and Preserves Leather 


SNOW-PROOF was originally developed fifty 
years ago for snow-proofing hunters’ and trap- 
pers’ boots—now used everywhere for water- 
proofing, softening and preserving shoes and 
leather goods. Stops dry rot. Prevents mildew. 
Oaorless, coloriess, not sticky; takes a shine. 
Moke extra profits water-proofing shoes and 
also selling Snow-Proof to customers. 5 Ib., 
| Ib., and 3% oz. cans. Write for descriptive 
folder and free sample can on your business 
letterhead. 








U ODDY 
© Moccasins 


WORLD'S LARGEST STOCK! 


We carry more than 70,000 pairs of 
mocs in open stock. You get widest 
possible selection from our 150 kinds 
and styles, with same day delivery. You 
order with confidence because satisfac- 
tion is always guaranteed. 


SPIEGEL-STANLEY CO., Portianc 


WRITE FOR 
PRICE LIST 











Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 
=== Mail Coupon Today! --- 


' 
] 
1 Name 





Address 





RAVENNA,OHIO 





DonnellV 


ROMITO-DONNELLY 


The 








CORPORATION 


438-1 








D&K COMPANY, INC. 


West State 


DISPOSABLE 
try-on socks 


Ithaca, N. Y. 











Factory Management Conference Trends Evaluated 


CINCINNATI—Many style notes 
of great importance to the shoe re- 
tailer were discussed at the Factory 
Management Conference. Attention 
was focused on mid-heels, needle toes, 
and the trend toward increased flexi- 
bility in all types of shoes. 

The mid-heel looms as an impor- 
tant style factor. It is quite likely to 
become the style talking point in 
some of the new shoes, rather than 
an established shoe style on just 
another heel height. Last companies 
report that the needle toe is going 
down into lower heels. There will be 
an abundance of lasts for the 13/14, 
and 15/8’s heights, and styles are 
drifting all the way down to the 
4/8’s. 

Interest in the mid-heel ranges all 
the way from the pencil thin to the 
keg and new extreme Louis. Stacked 
leather heels are coming into their 
own. One heel company which pre- 
viously concentrated in wedge types 
is now going into light weight wood 
Cuban and flattee types. Composition 
material is being used to work out 
contrast effects in heel lifts. Crepe 
sole material in both plain and ribbed 
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effects is being used as lifts on all 
heel heights. In the lower heels this 
gives a new effect of continuous sole 
treatment, thus making the sole a 
dressy part of the shoe rather than 
just functional. 

Practically all materials firms 
noted a growing acceptance of the 
needle toe. This has called for new 
technical applications in toe boxing, 
linings, adhesives, and other com- 
ponents. Box toe producers have 
brought out new reinforcing mate- 
rials which eliminate solvents, shad- 
ows and stains. They also permit use 
of light weight leathers which are 
firm enough to hold the lines of the 
slim point, but also preserve the sur- 
face design and toe contour. These 
improvements lend to the elongation 
with no bulge over the out-sole. 

One of the last companies showed 
a needle wall last which replaces the 
receding look and gives additional 
comfort. Narrower balls, with no 
elongation in the needle were pre- 
dicted as the next toe development. 
There was little evidence of any 
great strength in the squared off 
needle. The prevailing opinion was 





that the squared off treatment be- 
longs in the casual, not the high 
fashion field. 

More and more flexibility is de- 
manded by women, even in high style 
shoes. This has resulted in new coun- 
ters to take the place of fiber types, 
perforated top line counters for new 
soft men’s toe materials were also 
shown, including one with 100% 
natural rubber saturation. 

As is customary, a number of new 
materials were shown. Synthetic 
patents had the most interest, espe- 
cially for manufacturers of lower 
price children’s shoes due to its non- 
cracking and non-crazing qualities. 
Basket weaves in synthetic materials 
proved especially popular as did 
punched pig. A new simulated rabbit 
fur was shown for use in slippers, 
boots, and for trimming effects. It 
was cited as making economies possi- 
ble for the manufacturer, with long 
wearing factors an improvement over 
the original. Among imports shown 
was a light weight opaque type syn- 
thetic rubber with extra breathing 
qualities for soles. 

Thread companies reported that 
fancy stitches are being used to bring 
back old lasts into current fashion. 
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Plaque Commemorates 50 Years Business 


Herman D. Becker, (left) president of Ben Becker Shoes, Inc., receives silver 
plaque from Mr. Louis J. Schaefer, vice-president of Brown Shoe Company, and Mr. 


R. G. Stolz, advertising and sales promotion manager. 


The plaque was presented 


upon the completion of fifty years of business relationship. 





Italian Shoe Horns Handled 
By California Import House 
BURBANK, CALIF.—A complete 


line of unusual shoe horns imported 
from Italy and England was an- 


nounced by Warner Imports, here. 
According to the importer, it rep- 
resents the most complete stock of 
shoe horns in America. 
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The shoe horns all feature gen- 
uine horn lifts and offer an assort- 
ment of interesting handles. In- 
cluded in the different handles are 
whanghee cane, bamboo and brass, 
leather, wood, plus combinations of 
these materials. Many feature spe- 
cial designs at the end of the 
handles, such as a horse’s hoof, 
riding crop, and leather carrying 
strap. 

Larger models measure 12 to 22 
inches, while smaller horns are 
available in seven- and eight-inch 
lengths. Dealer net prices range 
from $6 to $60 per dozen. 


Endicott-Johnson Plants 
To Close for Vacation Week 


ENDICOTT, N. Y.—Endicott 
Johnson Corporation will close its 
plants in this area and northern 
Pennsylvania for a one-week vaca- 
tion period, July 14 through 20, it 
was made known by Frank A. John- 
son, president. This is the first time 
the company has followed this 
method. 

Announcement of the change 
pointed out the increased number 
of employes eligible for vacations. 

The decision for a simultaneous 
shutdown of almost all operating 
units stemmed from the belief “that 
a more orderly flow of work will re- 
sult in maintaining over-all produc- 
tion during this period.” 




















Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


8 A KW | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N. Y¥.7 + WO 2-5180 





BOX HANDLERS 








| shelves 
| safely. 


Cedar Heights Rd. 





LONG ARMS 
SAVE 
YOu 
TIME 


and energy. You get the 
shoes from the high 
quickly, easily, 
No falls from 
With 


LONG ARM ‘a 


The efficient box hand 
QUICKER, EASIER, SAFER 





ladders or stools. 
24'' to 60°' handles, $3.50; 72'' handles, $4.50. 
Parcel post prepaid in USA. Satisfaction guar- 
anteed. Order handle lengths desired and if 
for men's or women's boxes. Your jobber or 


CARL BEEMAN 


tamford, Conn. 








BOWLING SHOES 





BROOKS BOWLING SHOES 


IN STOCK e@ FINEST QUALITY 
Men’s Biack — Sizes 5 to 13 
Men's Smoked 
Ladies’ Smoked—Sizes 4 to 10 
Ladies’ Red 


2% 10 Net 30 
F.0.B. Factory 


BROOKS SHOE MFG. CO, = SAF, Ghenay st 


=> APRIL& Dy 
ws IS Psi me | 
aren 


ee) 
eit SO | 


\ 


but USO serves | 
us around the world 
every day of every month <> 














ORTHOPEDIC FOOTWEAR 
TARSO SUPINATOR SHOES® 


—for weak or flat feet— 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J Markell Shoe Co., Inc. 


332 South Broadway + Gaston. N. Y. 








CORRECTIVE 
FOOTWEAR 


Recommended by lead- 
ing Doctors for Men, 
Women and Children. 


249 Dutton St. 
Lowell, Mass. 


OPY RIGH 
Established 1869 


STOVER & BEAN CO. 














JOBS 





Headquarters For 


CANCELLATION 
STORES 


Quality Brands 
Largest Stocks 


Stas bp: Se 
MOSINGER-COHN 


St lLovis 3, Mo 


Lowest Prices 


All Price Ranges 








233 Weshington 





TOP-SIDER 





SURE-FOOTED COMFORT 
BS 


_ most flexible, 
4 . coolest on 
deck, ! 
i court, campus i 


ANTI-SLIP 


SPERRY \ | 
TOP-SIDER~\. 


Men's 


Wos. 8.95 


Box 3386, Rubber Ave., Naugatuck, Ct. 





HELP FIGHT CANCER 











| business, 


Help Legislation Really Detrimental, Chamber Says 


WASHINGTON—A proposed 
amendment (S. 11) to the Robinson- 
Patman Act aimed at helping small 
firms, actually would hurt them, the 
Chamber of Commerce of the United 
States has advised Congress. 

The Chamber said the amendment 
would tend to “eliminate true com- 
petition.” 

The amendment would restrict use 
of the “good faith’ argument as a 
defense against price discrimination 
charges brought under the Robinson- 
Patman Act. The U. S. Supreme 
Court has ruled that a business man 
can rely on this argument as an 
“absolute defense’ against such 
charges when he lowers prices in 
good faith to meet competition. 

Under these circumstances, the 
Chamber said, if a large firm cut its 
price to a small competitor’s best 
customer, the small firm would ordi- 
narily meet the lower price in order 
to keep the customer. However, if 
the “good faith’ defense were re- 
stricted as proposed by S. 11, the 
small firm might be forced to give 
equal price cuts to other customers, 
and “this might well put it out of 
” the Chamber said. 

The Chamber’s views were con- 
tained in a letter to Chairman James 
Eastland and all members of the 
Senate Judiciary Committee. 

The amendment would lead to 
rigid price schedules, the Chamber 
said, because a supplier no longer 
would be free to meet a competitor's 


| price simply by determining whether 


he could afford to sell at the lower 
price. Instead, he would have to 
determine whether the offer of a 
lower price to one customer would 


| cause injury under the Act. 


“He would be in the impossible 
position of having to know exactly 
who the customer’s competitors are,” 


| the Chamber pointed out. 


At the same time, the Chamber 


| said, the amendment would give the 
| large-volume stores 
| advantage over independent retail- 


a competitive 


ers. The larger stores still would be 
able to seek out manufacturers or 
suppliers willing to restrict their 
business to the larger stores, offering 
all a uniformly low price. This would 
eliminate claims of discrimination 
which might have arisen had the 
manufacturers continued to sell to 
smaller retailers at somewhat higher 
prices. 


Joseph Anastasio New U. S. 
Rubber Shoe Products Head 


NEW YORK — Joseph Anastasio 
has been appointed general sales 
manager of consumers’ products in 
the footwear and general products 
division, United States Rubber Co., 
effective immediately, C. William 
Pennington, vice president and gen- 
eral manager, announced today. 


JOSEPH ANASTASIO 


In his new position Mr. Anastasio 
will supervise sales of footwear, 
clothing, sponge rubber underlays, 
foam rubber mattresses, golf balls, 
bathing caps and other consumer 
products. 

Starting with U. S. Rubber in 
November 1947, as a salesman in 
Boston branch, he become assistant 
sales manager of that branch in 
January 1953. The following year 
he was appointed district sales man- 
ager of Buffalo branch. October 
1955 he was made sales manager 
of sponge rubber underlays for car- 
pets and rugs. 

In February 1957 he was promoted 
to assistant manager of branch 
sales, at the company’s headquarters 
in Rockefeller Center, New York 
City. At the time of his present ap- 
pointment, he was a regional sales 
manager. 


Bedford to Build New Plant 


CARLISLE, PA. — The Bedford 
Shoe Company said it will build a 
new half-million-dollar plant here to 
replace the one it sold last summer 
to the Carlisle Tire and Rubber Com- 
pany. The 300- by 150-foot structure 
will be erected on Orange Street, be- 
tween High and Louther Streets. 
The schedule calls for operation of 
the new plant to begin October 1. 
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SIDELINE SALESMAN WTD. SALESMEN WANTED | SALESMEN WANTED 











“KLICKETTES” | | AN oPportuNITY TO) | Qo nORTYNITY | 


America’s fastest selling line EARN EXTRA MONEY 


Nationally advertised ‘ 
Juvenile casuals —Salleieth’s & stip- Top Quality Manufacturer of Rub- We have several openings for side 
Retailing at $3 & $4 ber Footwear, Tennis and Fabric line representatives for our wonder- 
Cesring Saeennens sideline, travel- Casuals has territories available in ful line of open-stock, in-stock, low- 
Many fine territories available Arizona and New Mexico to men priced Juvenile Footwear. All open 
at aioe calling on well rated retail stores. | territories are well established. 6% 

All replies confidential. Write passer sect re ee ae commission, plus bonus. Write: 

Rober i , a ; 
obert Schlesinger, Sales Mgr carried. Submit complete resume. | | NEIL CARLSON, SALESMANAGER 


TOBIN HAMILTON CO., INC. All replies confidential. | | SEABOARD NATIONAL SHOE COMPANY 


Suite 41 Shell Buiidi Reply to Box 160, BOOT & SHOE RECORDER 
1221 “anal 4 mg ae (3) Mo. si Chesteat & 56th Sts., Philadelphia 39, Pa. 22 S. Hanover St., Baltimore 1, Md. 





























hy Eee go SIDELINE SALESMEN, TO SALESMEN 
C/ ’ LITTLE GENTS’ AND BIG BOYS’ 
WELTS to retail at $4.00 and $5.00. Open SIDELINE SALESMEN WTD. | ted $-¢ t 
stock and make-ups. Liberal commission ar- wantee coagst-t0-coas 
rangement. One small sample case will take Liberal commissions to carry all or any part 
care “Se Line. Style T = Shoe Manufac- } of one of the country's wn, ‘tots to pol 
turing Company, Route #7, Westminster, Mary- lines of juvenile footwear, featurin ap- 
land. sited WHOLESALER WITH _ EXCLUSIVE man's hone. All territories open eedise 
FACTORY REPRESENTATION of Nation- | N.Y., N.J., Pa., Del., Md., Va., Fla., Wash., 
— . =e 7 Advertised Popular Priced Casual Line of D. C. and Georgia. 
Vomen’s Shoes has opening for Sideline Men oe ns 
VOLUME SIDELINE SHOE SALES- throughout the country. Commission basis only. HILL SHOE COMPANY, 70 N. 4th St., Phila. 6, Pa. 
EN: Experienced men in all territories to Outstanding opportunity. Reply to Box 167, | 
sell the best rated Department Stores and Boor AND SHOE Recorver, Chestnut & 56th 
Chains a new Novelty Children’s Item that Streets, Philadelphia 39, Penna. FULL OR SIDELINE MEN: Territories— 
sells on sight with terrific re-orders. Samples Kentucky, Ohio, Western Pennsylvania, West- 
can be carried in your pocket. 8% commission. ern Michigan; Maine, Vermont, New Hamp 
Case lot users only and only top grade ac- i shire; Washington, Oregon; Missouri, Kansas, 
counts accepted. Get your territory assignment Citehoon Arkansas; California. Men’s dress, 
now. Please include full resume of past ex- work, ca serial shoes. Popularly priced, in-stock. 
perience and references. GEORGE H. ROSEN SMART LEATHER BOWS, SHOE ORNA- BRIL. LI a BROTHERS CO., 190 Lincoln, 
SHOE MFG. CO., INC., 12 Farnsworth Street, MENTS and FOOT SOX. Pocket size samples. Boston 11, Mass. 

Boston 10, Mass. Manufacturer offers highest commission. Reply 
to Box 556, Boor ann SHOE Recorper, Chest- 
at Pe ee ee nut & 56th Sts., Philadelphia 39, Penna. 
SIDELINE SALESMEN: OPPORTU- : 
NITY, Well established North Carolina terri- WANTED: SAL ¥ SMEN TO HANDLE 
tory available. Manufacturer of Popular Priced ae a TOP DRAWER LINE of fast selling men’s 
Children’s Shces with Long Line and Large dress shoes in popular priced field. Must live 
Instock Department. We are seeking an ex- in the territory. Drawing account to men of 
perienced, active man who can service our es- SIDELINE SALESMAN FOR FAST proven background. State experience. Terri- 
tablished accounts in this area. Contact at once. SELLING LINE of Infants’ Shoes, Volume tories open: Ohio, Indiana, Iowa, Michigan, 
Reply to Box 164, Boot ann SHoE RECORDER, Priced. Territories open in Mid-West and Colorado, and Illinois. Reply to Box 163, Boor 
Chestnut & 56th Streets, Philadelphia 39, West. Reply: Post Office Box 11, Natick, | ANp SHoe RecorpER, Chestnut & 56th Streets, 

Penna, Massachusetts. | Philadelphia 39, Penna 


























CLASSIFIED 


ADVERTISING RATES O RD E R B LAN K 


UNDISPLAYED BOOT AND SHOE RECORDER 
20¢ a word Chestnut & 56th Sts. 
Minimum (18 words) . .$3.60 Philadelphia 39, Pa. 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising Enclosed is Check 1) 
is payable in advance Please check if box No. is Wanted [] Money Order (1 


Here is my want-ad: 
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POSITION WANTED 


POSITION WANTED 


WANTED TO PURCHASE 











all inquiries to: 


80 Federal Street 





IS THERE ROOM AT THE TOP— 


of your organization for young executive with twenty years’ ex- 
perience in the shoe industry? Background includes positions as 
production superintendent, sales manager and factory manager. 
Most recent position as vice-president and general manager of 
prominent shoe manufacturing firm with high five figure salary. 
Our client seeks challenging, responsible position in administra- 
tion, production, marketing or sales management. Please address 


DAVID GELLER COMPANY 


Boston, Massachusetts 








NOW! YOU CAN USE THE EDGE 
OF THE GLASS SHOE DISPLAY CLIPS 


CLEAR PLASTIC 





CAMERON CO. DISPLAYS 
$30 per doz. 500 Echo Lane, Glenview, 11. 

















SALESMEN WANTED 


AGENTS WANTED 


MORRIS BAYROFF 


formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








NEED SALESMEN: TO SELL MEDIUM- 
PRICED Men’s Dress Shoes. Drawing account 
to experienced men who can produce and have 
established following in these territories: Ten 
nessee, Kentucky, Oklahoma, Arkansas, Texas 
Reply to Box 162, Boor anp Snore REcORDER, 
 moongas & S6th Streets, Philadelphia 39, 
enna 


WANTED EXPERIENCED SHOE 
SALESMAN—ENTIRE STATE OF INDI 
ANA. Established territory. Men’s and Boys’ 
Boots, Work and Dress Shoes. Liberal com 
mission and guarantee basis. Give trade refer- 
ence and road experience. JUNG SHOE MFG 
CO., Sheboygan, Wisconsin. 


VOLUME SALESMEN WANTED BY 
NEW YORK CITY Playshoe and Slipper Man- 
ufacturer, producing 7,200 Pairs Daily. Cali 
fornia Process and Cement Process Shoes to 
retail for $3 and $4. Considering men to cover 
South, Midwest or West Coast. Reply to Bex 
168, Boor anp Snore Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


MANUFACTURER OF OLD ESTAB 
LISHED FOOT PREPARATION, sold from 
Coast to Coast, seeks live wire commisison men 
with shoe store following. Can be carried as a 
non-competitive sideline. Reply to Box 170, 
Boor anp SwHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


SHOE SALESMAN WANTED: Excellent 
opportunity for experienced man Established 
territory in State of Iowa. Complete Men's 
and Boys’ Line, including boots. Guarantee and 
commission basis. State experience. Reply to 
Box 169, Boor ann SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





FOR SALE 





FAMILY SHOE STORE; IDEAL CLI- 
MATE;; Illness forces wife to sell for Inven- 
tory. DOROTHY SCEUSA, 11471 Hollyline, 
Garden Grove, California. 

FOR QUICK SALE—PRIMEX X-RAY. 
Excellent condition; $90.00. FLATT SHOE 
STORE, Moore Bldg., Rehoboth Beach, Dela- 
ware. 


FOR SALE: FAMILY SHOE STORE: 
100% Location in an Industrial Suburban town 
near Los Angeles. Volume 80,000; Nationally 
known brands. Reply to Box 171, Boot anp 
Snore Recorper, Chestnut & 56th Streets, Phila 
delphia 39, Penna. 


ADRIAN “SPECIAL” X-RAY SHOE FIT- 
TING MACHINE, in perfect operating condi- 
tion. $150.00 F.O.B., LEVY BROS., Market 
at Third, Louisville 2, Kentucky. 
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SPOTTISWOODE ADVERTISING 
34 Brook Street, Mayfair, London, W.1. 


SELLING AGENT 
Wanted For 


BRITISH FOOTWEAR 


One of the leading footwear manu- 
facturing groups in Great Britain 
desires to improve its sales in the 
U.S.A. and wishes to enter into 
negotiations with a Company whc 
would be interested in marketing its 
production of men’s medium and 
high-grade footwear. These include 
exclusive styles of Sports shoes, 
welted and other specialized flexible 
constructions Suitable arrange- 
ments to be made for distribution 
from stocks held in America. 


The manufacturing group has a 
considerable knowledge and experi- 
ence of English shoe imports and 
possesses a plant of proven lasts 
for all styles. Replies will be 
treated in strict confidence. 


Please reply to Box OS 97 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA’ 5-9533—WA 5-9927 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








LTD., 





FREE LANCE DESIGNERS 











FREE-LANCE DESIGNERS 


OF WATER-PROOF FOOTWEAR 


Top name manufacturer of slush- 
molded plastic water-proof foot- 
wear wants your ideas on men’s, 
women’s, children’s protectives. 
Design possibilities unlimited in 
this wide open field. Submit com- 
plete resume; we'll then discuss 
arrangements and see your port- 
folio. 

Reply to Box 165, BOOT & SHOE RECORDER 


Chestnut & 56th Sts., Philadelphia 39, Pa. 


M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











BETTER FAMILY SHOE STORE over 
$50,000 Volume. State lines carried. Within 
100-mile radius of Chicago. Reply to Box 166, 
Boor AND SHOE Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





FOR RENT 














SHOEMAKING COURSE 


MODERN SHOE STORE’ BUILDING 
FOR RENT, temporary or permanent basis. 
Excellent condition; completely remodeled to 
shoe store October, 1955. Good Main Street 
Location in 60,000 population trading area, 
West Central Illinois city. For details write: 
GEORGE H. BLAKE, 603 Eureka Street, 
Peoria, Illinois. 








MOULDED SHOE. 


MOULDED SHOES: Instructions in _tak- 
Plaster Casts, Lasting and making the 
Complete course — 21 
hours—cost only $150.00. Instructions avail- 
able in New York and Philadelphia. 
tails write: Box 104, care of Boot anp SHOE 
Recorper, Chestnut & 56th Sts., Philadelphia 
39, Penna. 


LINE WANTED 





For de- 





SALESMAN WANTS FACTORY LINE; 
Prefer to travel Southeast States. Eight years 
shoe experience. Reply to Box 172, Boot AnD 
SHoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 





WANTED TO PURCHASE 








“Uncle Sam” 
will soon prove 
Sputnik and Muttnik 
are old numbers 


LOUIS CAMITTA & SON 
91 READE swe new YORK, N. Y. 














CASH 
rT A 


a SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


or wire for fast ac- 
men’s, 


quality 
women’s ‘and ehildren’s shoes. 


Fine Footweart0h OVER 43 YEARS 


MOSINGER-COHN 


1235 Washington, St. Louis 3, Mo 





BARIS 


THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 Reade St. - 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


UMMM” 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


New York 7, N.Y. ° 


Tel: WOrth 2-5180 


MMV WJ 





\N 





Union City, N. J. 
Phone or Wire Collect 


TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 


UNion 3-6413 

















Max L. Meltzer, Pres. 


WE PAY MORE because WWE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 








| 
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Ivanhoe 1-9830 











WE BUY 


Phone or wire 
collect 





B. & R. PAYS THE LIMIT 


CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED S$ 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


C 
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"COMPLETE STORES # 





Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately 


M. K. Weil Shoe Co. 
1215 Washirgton Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 











“TWANTED: 


Confidential negotiations by 





rated . . . experienced retailers 





ARRONSON BROS. & BAYROFF . 


i 122 Duane St., N.Y.C. RE 2-4170-4171 é 
mmm Hee ee ee ee 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 





CAMITTA SHOE CO. 
120 No. 4th St. Phila 6, Pa. 











for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 


BROITMAN- 
GAFFIN SHOES 


ine. © BE 3-7290 
146 DUANE ST., 6. ¥.C. 





FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


REAL BOYS 


ALSO MAKERS OF 


MOUNT JOY 


— eric 
ee 
han. ttl 
GPs 


Tue aus Bovs Action st 
GERBERICH-PAYNE SHOE Co. 


number today. 


PENNSYLVANIA 








| 
Many shoe de- 
partments make this 
double profit more than 
times every day. It’s 
so easy to do ... by offering 
time - proven, effective Cuboid 
Shoe Adaptors, featherweight in- 
serts. Designed with an entirely 
different concept to relieve foot 
fatigue, Cuboid Shoe Adaptors 
retail for $6.95 a pair. Only a 
few feet of shelf space required. 
Write today for Cuboid Franchise 
Information to James Sewell, 
President, Burns Cuboid Com- 
pany, P. O. Box 658, Santa Ana, 
California. 


“Cuhoids 


BURNS CUBOID CO. 
*.0. BOX e568 


eleven 


* SANTA ANA, CALIFOUNIA 








Goodyear Employes Receive 
Business Year Information 

AKRON—Enmployes of the Good- 
year Tire & Rubber Company the 
country over have received the ninth 
Special Addition of the “Wingfoot 
Clan,” company paper, devoted en- 
tirely to a review of Goodyear’s 
financial and business operations. 

The edition contains articles in 
everyday language, accompained by 
many illustrations and avoiding the 
usual nomenclature of the financial 
accountant. Covered in its pages are 
special review articles by company 
executive vice presidents about their 
divisions. 


112 


The NAME brand of 
popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 


48-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor's phone 


3 
4yckios: 


47 W. 34 St., New York 1,N.Y —— OX 5-3375 





Mr. and Mrs. Lloyd Hazlett, 4627 
E. Edgemont, Phoenix, Ariz., won 
a free trip and vacation to Hawaii 
as the result of getting top place in 
a sales contest sponsored by Kin- 
ney Shoes in Phoenix. 

Hazlett is manager of Kinney’s 
Shoe Store in Park Central Shop- 
ping Center. Prior to leaving for 
the two-week expense-paid visit to 
Hawaii, the company honored Haz- 
lett in Los Angeles in recognition 
of his 25 years of service with the 
firm. 

* * * 


George Talbot, who was with 
Peter Bros. Men’s Shoe Store, Oak- 
land, Calif., for 15 years, has re- 
tired, M. R. Cornish, manager, an- 
nounced. Replacing Talbot is Wal- 
ter Learoyd, recently with the M. & 
B. Shoe Store in Berkeley. Manager 
Cornish also announced the addi- 
tion of a new salesman, A. M. 
Fletcher, formerly with the Nettle- 
ton Shoe Store here. 


* * * 


Joffre M. Kiamy, owner of Kiamy 
Shoes in Phoenix, Ariz., was elected 
chairman of the Phoenix Committee 
of the American Contract Bridge 
League at the newly-elected com- 
mittee’s first meeting. 


* * * 


Warren Damon, manager of the 
Hamilton Bros. store, San Leandro, 
Calif., for three years, left that or- 
ganization recently and now is op- 
erating his own store — Damon 
Shoes, at 1210 East 14th Street. He 
has taken over the old Waldren 
shoe store, and he reports business 
is good. 





About Shoe People 


Serving as his assistant is Or- 
ville Jeglum, formerly in the shoe 
department of Smith Bros. in Oak- 
land. Before coming to the Bay 
area three years ago, Damon was 
assistant manager of the shoe de- 
partment in the Charles F. Berg 
department store, in Portland, Ore. 


* * * 


The Juvenile Bootery has been 
opened at 126 Genesee St., Utica, by 
Giovanni Mastracchio. It features 
footwear for infants, children, teen 
agers and Boy Scouts. The firm 
specializes in orthopedic work in 
fitting children’s feet. 


* * * 


Mrs. Bettilu Lewis of 325 22nd 
St., N.W., Canton, Ohio, has joined 
The United States Shoe Corp. of 
Cincinnati as promotion manager, 
Harry S. Robinson, advertising 
manager, announced. 

She formerly was director of ad- 
vertising and sales promotion for 
Spencer, Inc. of New Haven, Conn. 


* * * 


Alden R. Berman, vice-president 
and merchandise manager of shoes 
at the William Hengerer Co., Buf- 
falo, and Robert Hecht, merchan- 
dise manager of shoes at the 
Stewart Dry Goods Co., Louisville, 
will exchange positions, according 
to a joint announcement by the 
presidents of both stores. 

Mr. Berman has been associated 
with Hengerer’s since 1937 and be- 
came a vice-president in 1956. He 
will be a vice-president at Stew- 
art’s. Mr. Hecht joined Stewart’s 
in 1946 and became a merchandise 
manager in 1953. 
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NEWS. 


Pulling Over Machine 


; United’s new GC Pulling Over Machine — Model B offers 
Easier to run ease of operation, complete flexibility of adjustment and op- 
portunity for correction. 
Better quality and The overhead positioning of the shoe has been eliminated. The 
higher production machine is operated from a comfortable standing position. The 
new design provides closer timing between pincer-release, wipe, 
Reversing mechanism and tack drive to produce tighter pulled shoes. 
permits repositioning You will find your operators producing better work because 
after inspection they are not as tired. You will find it easier to break in new 
operators. 
Contact your United office for delivery schedules and terms. 
ae 
United em 
SHOE MACHINERY CORPORATION | 
PARTS 


Boston, Massachusetts 


Boot and Shoe Recorder 





Style 17263 
CARIBOU Last 


Style 17030 
CARIBOU Last 


They Do More 
for the Man Who Wears Them! 


Such competent good looks, as you might expect, stem straight from Nunn-Bush ex: 
perience. Edgerton is a division of Nunn-Bush! Edgerton styling has a touch of 
aristocracy which becomes a badge of success for the man who wears Edgertons. 


EDGERTON DIVISION ¢ NUNN-BUSH 
MILWAUKEE 1, WISCONSIN 


See your Local Nunn-Bush and Edgerton Dealer 


Style 9571 
CHATEAU Last 


Style 9663 


CHATEAU Last 


from °] (.” 


CHATEAU Last aihaaasll DIVISION OF NUNN-BUSH 


Style 9590 
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NEVER MIND THE TRICKS... 


HERE'S YOUR BEST BID 
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